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 s & with a modern flare is an inherent part in the 
designing of Tweedie’s. This beauty is deftly portrayed 
in graceful pattern lines and the use of fine materials 
skillfully placed over smart lasts. Pattern No. 1250-1 is a 
refreshing study in material arrangement. Tweedie’s re- 
tail at $5 and $6. Their standard of high quality is the 


same season after season. Tweedie Footwear Corpora- 


tion, Jefferson City, Mo. Shoemakers since 1874. 
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EW “Gold Rush” to Alaska, 
and the upswing of business 
flowing through Seattle, the Gate- 
way to the gold fields, gives R. W. 
Bauer of Currin-Greene Shoe Com- 
pany of Seattle much greater activ- 
ity and business in the Northland. 
His Alaska shoe sales, embrac- 
ing a line of men’s shoes, mainly 





KE THAT STYLE SHOW 


PEA SeaeeS 
shoes for outdoor wear and rough 
usage of the modern miners of the 
region, waterproof footwear, engi- 
neers’ boots, went rapidly forward 
this Spring with the melting of the 
snows and inrush of boatloads of 
people leaving Seattle, where eight 
new boats were put on the Alaska 
run by different steamship lines to 
the territory. 

Sales are best accomplished in 
Alaska, according to Mr. Bauer, by 
the resident salesman, or repre- 
sentative, which his company main- 
tains, who “makes” all the large 
cities and centers of this final fron- 
tier of America. Three trips a year 
are completed by this representa- 
tive, coming to the mainland and 
Seattle headquarters of the shoe 
company, thus maintaining practi- 
cally constant contact. 

Moreover, the representative 
maintains a resident store and dis- 
play rooms at Juneau, the capital 
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of Alaska, for the showing of the 
line and the better handling of sales 
throughout the territory. This suc- 
cessful merchandising policy has 
opened distribution in larger quan- 
tities to the Currin-Greene organ- 
ization, now increasing production 
and expanding its business in 
Seattle. 


* * * 


IMMY JOHNSTON of the Ben- 
jamin Franklin Hotel in Phila- 
delphia, says: 

“This hotel has been host to some 
2500 members of the Y.W.C.A. who 
gathered here from every state in 
the Union, every province in Can- 
ada and the far-flung corners of the 
earth. 











“We have heard it said that a 
young lady gets about thirty days’ 
wear from each pair of shoes. 
These Y.W.C.A. ladies were on the 
go from one conference to another 
for about twelve hours each day. 
After a lot of pencil pushing, we 
boil our statistics down to figures 
like these: The Y.W.C.A. conven- 
tion as a body, while in the Ben- 
jamin Franklin Hotel, was work- 
ing for the shoe men at the rate of 
one pair of shoes for every ten min- 
utes of the entire seven days.” 


HOE 
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H D. FRENCH, manager of the 
¢ French, Shriner and Urner 
store in Los Angeles, with a unit 
sale of about twelve dollars, says: 

“There are two of us here and 
there is a perpetual race between us. 
The other fellow was with me in 
Hollywood and is a give-and-take 
sportsman. His big idea is to beat 














me in sales and my big idea is to 
beat him. 

“That kind of thing is what en- 
genders enthusiasm and enthusiasm 
is the thing that puts the ring in 
the voice when talking to a cus- 
tomer. No man can make a record 
selling shoes if he does not have 
a ring in his voice. There has to 
be some dramatization, some fire in 
the eye. 

“We fellows are so sportingly in- 
terested in selling shoes that we fre- 
quently spend our Sundays and our 
holidays at country clubs, etc., mak- 
ing desirable contacts. The sales- 
man who makes a good impression 
the first time he meets a man has a 
pair of shoes half sold. 

“Too many bosses feel jealous if 
a salesman shows more pep and 
ability than they do. Not so here. 
‘Hop to it, old man,’ I say, ‘and if 
you beat me at selling shoes, I'll 
be the first to congratulate you— 











but by the eternal, you'll have to 
go some to do it.’ The consequence 
is we both go some.” 


* * & 


HE Boston News Bureau says: 
“Either May or June is apt 
to register low mark in shoe pro- 
duction, with a pick-up early in 
July, with the start on the Fall run. 
Shoe output so far this year, how- 
ever, has been maintained at high 
levels, and the first two months 
scored an increase of nearly 13 per 
cent over the corresponding period 
of last year.” 
* * * 
ESS,’ Baltimore’s oldest and 
one of the most prominent ex- 
clusive shoe establishments, has be- 
come the first air-cooled shoe store 
in the Monumental City. Every 
selling floor, and there are four 
of them, including the men’s sport 
shop, has been air-conditioned and 
air-cooled by the most modern 
air-cooling and air-conditioning 
equipment. 

The action of the Hess organiza- 
tion in air-conditioning their entire 
establishment in order to insure 
their customers’ comfort in buying 
footwear during the hot Summer 
months, is regarded as a forerun- 
ner of equipping other prominent 
exclusive shoe shops in the same 
manner, with the same objective, 
namely—comfort while buying foot 


comfort. 
e cd 
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ALK a line a day. That’s an 
idea for learning how to 

stride with poise and grace. Sarah 

Bernhardt, famous lady of the stage, 

practised it. A line on the floor, 

the edge of a rug, or if all else 
failed, a chalk mark served her as 

a path in which to walk a line a 

day. She practised and practised 

until she could walk that line exact- 


ly. That’s one way to learn to walk 
with poise and grace. 














* * * 


H. ZINN, manager of the Para- 

. mount Boot Shop in Denver, 
Colo., says: 

“Men’s high shoes make an excel- 
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—Most of us are apt to reach up into the 
unfathomable stars in our search for 
fame and fortune. 

—Whereas, more often than not, the ob- 
vious idea which is staring us right in 
the face, is neglected or overlooked. 

—One man devotes a lifetime in an attempt 
to measure space—and dies unsung and 
unknown. 

—Walt Disney, on the other hand, with his 
little Mickey Mouse, has captured the 
admiration of the whole wide world. 

—Even Soviet Russia is now planning to 
produce its own MIKKI MAUS. 

—lIt's fine to reach up into the ether— 

—But it's wiser to look for the obvious ideas 
that are right in front of your nose. 


Sue TEE 


President. 





lent leader. For the last two years 
we've featured a black Kangaroo 
high shoe in this way—and with ex- 
cellent results. We carry eight dif- 
ferent styles in this line. An inter- 
esting thing is that most high shoes 
are sold to middle-aged men. Young 
men don’t want them and old men 
usually try to appear young. It’s 
the middle-aged fellows who don’t 
pay so much attention to style. Be- 
cause comparatively few stores offer 
any great variety in high shoes, a 
customer who wants them usually 
does all his buying at one place.” 


* * * 


y ipeno-an number of unemployed 
workers in April, 1934, was 
7,907,000 according to an estimate 
of the National Industrial Confer- 
ence Board. This is a decline of 
114,000 or 1.4 per cent from the 
March total and a decline of 5,296,- 
000 or 40.1 per cent as compared 
with March, 1933, when unemploy- 
ment was at its highest. 
Unemployment has decreased 
since March, 1933, in all industrial 
groups for which figures are avail- 
able. Decreases were especially 
marked in manufacturing and me- 
chanical industries. The number 
unemployed in this group of indus- 
tries in April, 1934, was 2,500,000, 
a decline of 3,923,000 or 61.1 per 
cent from the peak of unemploy- 








ment in this group in March, 1933. 
From March, 1933, to April, 1934, 
the number of unemployed workers 
in other groups decreased as fol- 
lows: 54.8 per cent in trade; 29.7 
per cent in domestic and personal 
service; 14.8 per cent in the extrac- 
tion of minerals; and 11.1 per cent 
in transportation. 

In this estimate the workers em- 
ployed through the Public Works 
Administration are counted as em- 
ployed. Emergency workers em- 
ployed under government auspices, 
usually part time, in lieu of direct 
unemployment relief are counted as 
unemployed. 

* * *% 

HOE duties of $492,542 were col- 

lected on 2,087,121 pairs of 
shoes, valued at $2,138,034 brought 
in last year, and 80 pairs came in 


free, but were valued at only $23. 
* * * 


JINX, [ICK” CANELIS, manager of 

the Canelis Shoe Company, 
Lynn, Mass., is also manager for 
Fanis Tzanatopolous, the Balkan 
middleweight champion, lately ar- 
rived from Greece; and in his first 
fight here, knocking out his North 
Shore competitor in just 92 seconds. 
Greece, the native land of Fanis, 
the Fighter, has been boxing more 
than 3000 years. 








UMMER uniforms. The Best 

Shoe Company of Denver, Colo., 
has just adopted an attractive Sum- 
mer uniform for its salesmen. Each 
man wears a linen jacket, with light 
trousers of some kind and white 
shoes. The jackets serve two pur- 
poses. They tend to give the store 
a more Summer-like appearance, 
and they prevent the men from go- 
ing around coatless. Ordinarily, 
on hot Summer days, salesmen find 
the warmth of a cloth coat intoler- 
able and go in shirt sleeves. 

* * * 


EORGE HILL says he is the 
luckiest man on the road sell- 
ing shoes, in that the other two- 
thirds of the Hill Bros. team are 
mechanical engineers. What he had 
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in mind especially was the fact that 
the Hill Bros. shoe factory in Hud- 
son, Mass., had recently installed a 
conveyor system, thus doing away 
entirely with all shoe racks. 

The brothers worked out the sys- 
tem while George was away selling 
shoes. When he got back he started 
to check up on the working of this 
modern method and found that 
everything had been thought out to 
perfection. A one-unit conveyor 
system starts at the assembly room 
and from there on goes the rounds 
of all the various shoemaking oper- 
ations. Hill Bros.’ plant was orig- 
inally designed to produce 1400 
pairs daily. Through the engineer- 
ing skill of the brothers, the capac- 
ity was raised to 2000 pairs and 
now with the conveyor system op- 
erating smoothly, the capacity is 
2400 pairs every working day. 


% 


HE Exhibit Committee of the 
Tanners’ Council held a meet- 
ing at the Waldorf-Astoria Hotel re- 
cently and decided to hold the next 
Semi-Annual Opening Showing of 
Spring and Summer Leathers, and 
the N.S.R.A. Styles Conference at 
the Hotel Astor, New York City, 
Monday and Tuesday, September 24 
and 25, 1934. These leather shows 
and styles conferences are by far 
the industry’s most outstanding 
events, and are held for the pur- 
pose of introducing the new seasonal 
colors in leathers and setting up the 
new styles in footwear for the com- 
ing season. 
* *% *% 
RA A. HIRSHMANN, Director of 
Publicity for Lord & Taylor’s, 
New York City, gave a speech be- 
fore 200 members of the Boy’s Ap- 
parel Buyers Association at the Ho- 
tel Astor recently, in which he em- 
phatically stressed the idea that the 
American boy was no “sissy.” 
“The American boy,” Mr. Hirsch- 
mann said, “has been frustating the 
boys’ clothing business of the coun- 
try because manufacturers and re- 
tailers had conspired to dress him 
up and make a ‘sissy’ out of him, 
when he didn’t want to be dressed 
up, and loathed the word ‘sissy.’ 
They spent and wasted millions of 
dollars obstinately determined to 
get him into slick Sunday School 
clothes every hour of the weekday, 
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in school, at home, playing on the 
lot, anywhere, regardless of his 
natural desires.” 

Mr. Hirschmann deplored such 
“blindness” and urged that greater 
efforts be made to understand boys 
and to give them what they wanted 
in the way of clothes. “The boys’ 
wear department in the average 
store will always continue to be the 
‘stepchild’ it is today unless the 
industry puts more initiative and 
creativeness into the things it pro- 
duces,” he said. 














MARTEST of the teas to date— 

the affair given in the Perroquet 
Suite at the Waldorf Astoria by a 
little group of the Selby officials 
“to a few friends gathered especial- 
ly to meet Roger A. Selby.” 


At 4.30 Monday, May 21, Ben-— 


jamin Sonnenberg presented a com- 
prehensive showing of advance Au- 
tumn fashions, with fifty 
ramatic photographs of shoes in 
d tic photographs of sk 

the making by Margaret Bourke 
White. One panel of exceptional 


shoe 





photographs showed Mr. Selby’s 
Arabian horses. 

The affair was the talk of the 
town. Mr. H. K. Ferguson and W. 
F. Hooley came on from Ports- 
mouth to be hosts for a day. 


% *% * 


 Figeecigpe W. HOLLIS, proprie- 
tor of the Arnold Glove Grip 
store in the Statler Hotel, Boston, 
finds that the tide has definitely 
turned in the buying of men’s shoes. 
His records show a steady gain in 
the sale of his high-grade lines over 
a period of the last six months. In 
March, for the first time since 1931, 
he sold more of his high-priced 
shoes than of his $5 and $6 lines. 
During April, these top grades 
lengthened the lead established in 
March. During the first half of May 
he sold, he says, “a great many 
more pairs at $9 and $10 than he 
did at prices under those figures.” 


*% % % 


A L. WILSON of the Robert 
. Wilson Shoe Store, Hamil- 
ton, Canada, says: 

“Sport shoes are sure selling. 
May and June look like the best 
months for sports in years. We 
bought plenty, got them in early 
and beat the field to it. It’s good 
sport to sell sports.” 





Trade technicalities:—Tanning the kid's hide. 
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Worse Thana 


A Careless 


WHITE shoes are the basic shoes for the Summer 
season. So important are they that it is well for 
the industry to determine a policy of sale and service 
for the balance of this year and for the merchandising 
of white shoes next year. When white shoes were 
just an incident of Summer wear, the public developed 
the idea that inasmuch as the shoes were worn but 
seldom, the price thereon should be as moderate as 
possible. The public, in the last analysis, really 
thinks in terms of use. If white shoes are only to be 
worn a few times, then the public generally gets 
the idea that not too much money should be in- 
vested in an article so little used. 

But here we come into a great white season. By and 
large the country over, five solid months of white 
shoe wearing is now possible. In some parts of the 
country white shoes are worn for an even longer 
period of time. So the philosophy of buying a cheap 
pair of shoes for a few times wear must be changed 
to a public consideration of white shoes as basic 
footwear for a considerable part of the year. 

Frances Perkins, first woman to occupy a cabinet 
post, calls for “a new and heavier sense of public 
responsibility on the part of business men.” She says: 
“An industry that has been given the privilege of 
preventing unfair competition, must assume the re- 
sponsibility of preventing unfair wage competition.” 


MAY we take the same key thought. A new and 
heavier sense of public responsibility on the part 
of the merchant! An industry that has been given 
the privilege of rendering a service and satisfaction 
through quality merchandise must assume the respon- 
sibility of preventing the public from going into a 
field of price that menaces the health and service that 
good shoes afford. 

We try to picture on this page the total field of 
business at retail, covered by twelve months of shoe 
selling. The merchant hopes, in these twelve months, 
to sell to his public substantial shoes, with and with- 
out orthopedic features built to serve a people with 
proper support and foundation. Right in the middle 
of this field of service, the merchant now cuts a swath, 
that is really five months wide. He sells white leather 
and white fabric shoes that are really “fadeaways.” 
There are no substantial sole or basic corrective fea- 
tures in these shoes. They are made for a price to 
make a volume and the most malicious thing of all 


ILLUSTRATION —J. W. DAVIS 
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is the growing tendency to sell these cheap Summer 
shoes over the counter without service in fitting. 

This year there has cropped up in every city of 
the country, mainly in department stores, sandal coun- 
ters where shoes are sold as package goods, without 
fitting and without service—just please the eye and 
get the quick money. No greater error was ever 
done an industry that lives by fitting and service. If 
it continues, the service plan of.an industry will be 
badly crippled and the public will be twice crippled. 

So we indicate a new and heavier sense of public 
responsibility, for the public must be educated to the 
point of appreciating that a pair of feet that have 
worn correct and orthopedic shoes can be ruined by 
a Summer of carelessness. If this is written with a 
sense of alarm, it is twice justified by the investigation 
recently made by X-raying 25,000 persons and dis- 
covering that 89 per cent of the shoes were short-fitted. 
Surely an industry that has a new and heavier sense 
of public responsibility should not permit such a 
thing to happen. 


WE say nothing on the subject of the customer 
(served with cheap and flimsy shoes) being removed 
from the field of good and substantial shoes for a 
period of time—five months or more. It is quite 
obvious to any business man and merchant that the 
extra pairs that might be sold do not bring to him 
and his store the amount of cash needed for the con- 
tinued operation of a successful business. 

To indicate to the public that in five months of the 
year anything is good enough as long as it is white, 
is to leave dormant the best business departments of 
the store. 

For some unknown reason, it has been an erroneous 
idea of not only the shoe world, but of the entire 
buying public, that white shoes were short lived for a 
short season, unimportant as to quality and a need to 
be supplied with the thought of economy only—in 
other words “just a white shoe.” 

[TURN TO PAGE 4], PLEASE] 


NEEDED... 


A new and heavier sense of public respon- 
sibility on the part of the merchant! An 
industry that has been given the privilege of 
rendering a service and satisfaction through 
quality merchandise must assume the respon- 
sibility of preventing the public from going 
into a field of price that menaces the health 
and service that good shoes afford. 





This February sale window 
helped Brandeis Stores, in 
Omaha, to show a 20 per cent 
increase over last year's busi- 
ness in corresponding month. 
Sixty-six different styles and 
330 pairs of shoes were shown. 
Ed G. Wedell, display man- 
ager, designed it 
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If you show a great many shoes in a window, the display must be planned 
with much care to avoid the confused, junky appearance which gives an 


impression of overcrowding. 


Note how the use of display shelves n 


the window illustrated above serves to individualize each shoe. 


THE illustrations on this and the following page serve 
lo present in a graphic way one of the primary prob- 
lems that confront every merchant and display man who 
undertakes to plan a window display or outline a pro- 
gram of window promotion, namely: How many shoes 
should we put in the window? 

There isn’t any hard and fast answer. It all depends. 
A lot of elements enter into this problem. Whom do 
you sell? What kind of a store? What sort of shoes? 
What price merchandise? And what’s the primary 
purpose of the window? Prestige, profit, or both? All 
of these things have to be taken into account before you 
make a decision as to whether your windows, this sea- 
son, are going to be filled with shoes, or whether studied 
restraint is to rule the planning of your displays. 


SOME shoe men think it’s an offense against all the 
laws and canons of good window display to fill every 
inch of available space with shoes. But it isn’t, neces- 
sarily. A window of this type can be just as inter- 
esting and attractive to certain types of customers, in- 
terested in certain kinds of shoes, as the artistic style of 
window to the Fifth Avenue shopper. Indeed, the win- 
dow showing many shoes is the only kind of window 
that will appeal to certain classes of customers and lure 
them inside a store with the intent and purpose of 
buying. 


But that doesn’t mean that every store can get the 
results it is looking for from displays of this character, 
nor does it mean that once a store has decided it ought 
to show a large variety of styles in its window displays 
the problem has been solved and the shoes can be piled 
in any old way. On the contrary, store: that have been 
most successful in displaying numerous styles in their 
windows have found that it’s fully as difficult and re- 
quires as much thought and planning to make good 
windows of this type as may be required for the so- 
called artistic style of window, in which only a few 
shoes are used. 


GETTING back to the fundamental problem, how 
should a shoe merchant, or a display man, decide 
whether he should show a lot of shoes, or just a few? 
Offhand, a lot of shoe men will answer that it’s mainly 
a question of the grade or price of merchandise he is 
selling. And that factor has a very definite bearing on 
the matter, to be sure. But the problem isn’t quite so 
easy as that. We know of a number of merchants sell- 
ing very high-grade shoes who have found it an advan- 
tage to give the customer an opportunity to look over a 
fairly extensive selection of shoes in their windows. 
The most effective display windows are planned, not 
to harmonize with the merchandise you are selling, or 
conform to the character of the store you are operating, 


ce BE ee ae a aes Lea AA OR MEE NR ot ie 





BOOT AND SHOE RECORDER, June 2, 1934 


—OR 
JUST 


FEW 


Two Opposing Theories of Win- 
dow Display for the Shoe Store 
Come to Grips in This Story. 
Which is Right? The Answer is "It 
All Depends," and the Writer Tells 
Some Things You Must Consider 
Carefully Before You Choose 


but to appeal to the class of customers to whom you 
expect to sell your shoes. In other words, when you 
are planning window displays, think first of the cus- 
tomer and then of the shoes. What sort of a window 
will arouse the interest of that customer, bring her into 
your store and give your salespeople an opportunity to 
sell her? 

It isn’t because they sell cheap shoes that some of the 
most successful volume stores make it a fixed policy 
to use the massed type of window display. It’s because 
they appeal to a class of customers who are in the habit 
of selecting their shoes from windows, or at least mak- 
ing a tentative selection, before they enter the store. 
People who buy merchandise in a fixed price range are 
likely to do this, and a lot of customers today are 
“budget” customers. They’ve made up their minds to 
spend so much for a pair of shoes. They’re looking 
for a certain style and type of shoe at that price. They’re 
unlikely to enter a store unless they are first assured 
that they will find the style they want at the price they 
are prepared to pay. They don’t want to run the risk 
of being switched to a higher-price grade, because that 
would throw their budget out of balance, make it im- 
possible, perhaps, to buy that pair of stockings they 
require to go with the new shoes. The more styles of 


An excellent example. of the type of merchandise display in which 

restraint rules and the effect is to give the customer an impression 

of quality and studied good taste. By Stern Bros., New York. 

The judicious use of hosiery and accessories adds a fashion note 
that is highly effective. 


shoes you show this customer, in the price range in 
which she is interested, the more chance you have of 
leading her into your store and selling her. 

The window with a very few pairs of shoes is an 
idealistic window. It sets forth an ideal of quality or 
fashion. It isn’t necessarily a prestige window, without 
any selling appeal. It, too, can bring customers into 
your store. But it will bring the sort of customer who 
feels, from the impression she receives from your win- 
dow, that she wants to buy shoes at your store. She is 
willing to look at the styles your salesman may show 
her, and probably she isn’t confined to any specific 
price level. She doesn’t, as a rule, pick a certain style 
from your window and make up her mind before she 
comes in. 


THERE is no question but that the display featuring 
just a few pairs of shoes subtly suggests the idea of 
quality and distinction. If that’s the thought you want 
to put in the minds of your customers, then we suggest 
a beautiful window background and not many shoes. 
The most beautifully impressive quality window we can 
remember showed a single pair of evening slippers. 
But it isn’t necessary to exercise quite this degree of 
restraint. There’s a happy medium. And perhaps the 
middle of the road is the best place for the average 
store to march in the merchandising procession. Show 
enough shoes to appeal to the tastes and interest of 
everybody who is your prospective customer. But not 

too many to confuse them. 
Confusion, of course, is one of the things you 
[TURN TO PAGE 38, PLEASE] 
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SOME time ago Boor anp SHoE Recorper told the 
story of a shoe buyer who took a lot of pride in the 
fact that, on a certain day when 110 customers visited 
his department, he made 110 sales. In my judgment, 
instead of being proud of his performance, this buyer 
had occasion to view the situation with alarm. It 
showed rather conclusively that, in his quest for volume, 
he had accumulated too much stock. 

It is not possible for any shoe stock, in a store cater- 
ing to a fashion trade, to be so complete as not to miss 
a single sale in the course of a day’s business. A store 
specializing in corrective or 100 per cent staple mer- 
chandise might make such a record with perfect safety, 
but never a store where a goodly percentage of style 
shoes for women are featured. It is perfectly obvious 
that the stock in question was much too heavy. Out of 
110 customers, some one is bound, by the law of aver- 
ages, to want an extreme style or an extreme size. 

A shoe store stock should be able to satisfy the rea- 
sonable demands of all its regular run of patrons, not 
the outlandish calls of everyone who chances to be on 
a “shopping tour.” Such a stock is flexible, always 
clean and always “open to buy.” 

No buyer, whether he is owner or employee, is ever 
able to forecast accurately the precise needs of his stock 
for a forthcoming selling period. He must have a cer- 
tain amount of latitude, so as to be able to take care of 
the mid-season surprises which always appear. He can 
not have too many of the “sure fire bets” that the entire 
trade always plunges on, only to find it has over-esti- 





em All” 


Why a 100 Per Cent Sales 
Average Is a Danger Signal, 
Pointing to an Overloaded 
Shoe Stock 


Jacob Cohn, grand- 
father of the writer of 
this article, started a 
leased shoe department 
in Hearn's, Fifth Avenue 
and 14th Street, New 
York, way back in 1883, 
when |4th Street was 
“‘uptown'', and New 
York's most fashionable 
shopping center. Gen- 
erations have passed 
since then, but the busi- 
ness Mr. Cohn founded 
still prospers. 


mated the total consumer demand, and so overstocked 
the entire trade on one style trend. 

There is one sure way to beat that condition. This 
way has stood the test of time. In the half century that 
ihis firm has been in operation it was never the policy 
of my grandfather or my uncle to have any great amount 
of detailed stock records, bookkeeping systems and the 
like. My office is in my vest pocket. Fully 98 per 
cent of my time is spent right on the selling floor. 


W HILE we have some excellent assistants who have 
been with the store for years and years, the fact that 
the owner is right on the floor, working with the sales- 
people, day in and day out, means that he knows in 
detail what is going on there. Under conditions like 
the foregoing, it also means that this close intimate con- 
tact on the floor results in the owner-buyer knowing 
exactly what is selling and what is not selling every 
minute of the day. He does not wait for reports to be 
brought to him, reports which may be from a week to 
a month old. He gets these reports from daily intimate 
knowledge of his stock, store and local conditions. 

To the above must be added some method of running 
a shoe stock without any surplus stock department. It 
is a mighty easy thing for a buyer to get sick of some 
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says 
Stanley Weiss 


And How a Merchant Can 

Avoid This Pitfall by Keep- 

ing a Close Watch on Cus- 
tomer Demand 


line that he should not have bought in the first place. 
Possibly he tried the P. M. method, possibly tried to 
get rid of it in a sale, but still the line stuck. The line 
is now relegated to the stock room, to wait for the next 
“event.” Or, as is often the case, the next incoming 
buyer finds this lot to worry about. 


WITH us, if we have a line that is not showing the 
anticipated action, an interesting P. M. to the sales- 
people and putting the line in the next lower price 
grade always gets the desired result. With a couple 
of dozen salespeople, all interested in the welfare of 
the store, and all interested in making more money for 
themselves, buyers’ mistakes are quickly and painlessly 
rectified. 

Doing business on the shoes and sizes that are rea- 
sonably sure to have a ready sales and doing business 
in a straight-forward manner makes the retailing of 
shoes a sweet business. 


STANLEY WEISS 


He has been connected 
with the second floor 
shoe department at 
Hearn's since 1911. His 
uncle, Abram Cohn, re- 
tired in 1931, leaving 
Mr. Weiss as sole owner. 
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WHO 
Operates the Oldest Leased 


Shoe Department in the 
United States 


When this department has a sale, the customer who 
comes in at 5.30 p. m. gets exactly the same grade of 
merchandise as the one who comes in when the store 
opens in the morning. We never “sweeten” up a line 
with cheap shoes in order to make a little extra profit. 

This department features its own private brands of 
shoes, the “Tenderfoot” for women and the “Stanley” 
for men and boys. The life-long policy of the house has 
always been to build up the shoes and not to pare 
down. Customers will come back quicker to a store 
whose merchandising plan calls for adding a dime 
here and there to the manufacturer’s base price, than 
they will to a store that is always taking the dimes out 
of the shoes under various pretexts. We want our fac- 
tories to make a reasonable profit on us. 

Year in and year out, for more than half a century, 
this department has provided a comfortable living to 
the management. It has always been a money-maker 


because we are old-fashioned enough to believe that to 
[TURN TO PAGE 40, PLEASE] 
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These attractive three-pair "Birthday Boxes'’ designed by Holeproof, are 
horoscope boxes, one for each month of the year, decorated with 
Zodiac signs. The pull on the sliding cover simulates the birthstone oi 


the month; the booklet enclosure tells the horoscope story. 


Months to 


§ ELLING stockings in the Summer is like having a 
garden. You can just let it go along, with a few hardy 
perennials and a little weeding and watering. Or you 
can plant some new seeds, play around with color ef- 
fects, do some intensive cultivation and make it mean 
something! 

Summer is the time of times to dramatize your hosiery 
department, provided you are sufficiently interested and 
if you have enough Summer trade to warrant the effort. 
Summer, “the silly season,” is the time for novelty pro- 
motions—novelty heels, meshes, anklets. Summer is 
the time when attractive color schemes are possible with 
the sunburn shades and the bright patterns in sport 
hosiery. Summer is the time for stressing multiple sales 
for vacation wardrobes and for suggesting hosiery as 
week-end gifts. You can have a lot of fun in your 
hosiery garden this Summer. And you can make that 
garden, if you will, produce some worth-while business! 

We have been making the rounds of Fifth Avenue 
stores this week to see how hosiery departments look in 
Summer dress and to find out what they have to offer 
in the way of selling ideas. The news of the week is 


We show 
here June with the "Twins" sign and July with the "Crab." 


Sell Summer 


pastel meshes. At least half a dozen stores on the Ave- 
nue have blossomed out in these flower colors in open 
weave hosiery. Gotham stores are full of them. Frank- 
lin Simon feature them in a pastel costume window. 
Altman’s have a case display cleverly laid out on 
matching squares of pastel blotting paper, with white 
shoes, white gloves and other accessories for contrast. 

This fashion, of course, is a follow-up of navy blue 
meshes for Spring. And it fits in with the unusual 
emphasis given this season to pastel accessories. All 


Anklets have a bright 

future and the newest 

ones have a lastex 

cuff to keep the 

heels from slipping 
down. 
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the stores are promoting fruit, flower 
and even “vegetable plate” colors (as 
Macy calls them) in counters and 
ensemble accessories—hats, bags, little 
jackets, etc. The best use of the pastel 
stockings would be with colorful 
printed dresses and white shoes, al- 
though pastel stockings would also be 
possible with pastel shoes or white 
shoes trimmed with color. Naturally 
you couldn’t expect any volume from 
such a promotion. Obviously you 
wouldn’t lay in a large stock of pastel 
meshes, but it’s a nice bit of window 
dressing that deserves consideration. 


ANOTHER novelty with a claim to 
more and more attention as the Sum- 
mer goes on is the sandal stocking. 
Such a construction in hosiery is a 
natural for shoe stores, where the tie- 
up with footwear is so close. As one 
buyer puts it: “Shoes are getting more 
and more to be less and less, and we 
have to have stockings to fit the pic- 
ture.” 

The surprising thing about sandal 
stockings, as far as the stores we have 


A Tour of Fifth Avenue Ho- 

siery Departments Suggests 

Promotional Ideas for Warm 
Weather Selling 


talked to are concerned, is the small 
number of returns. At first it seemed 
as if sandal hose would be a boome- 
rang, as it generally proved in the past. 
A nice idea, and all that, but just wait 
until these enraged women come back 
indignantly demanding their money! 
Well, it doesn’t seem to have worked 
out that way. Customers seem to 
realize that sandal stockings can’t be 
expected to give service. If they dance 
them through in an evening—that’s 
that! The beauty of the effect justifies 
the extravagance. The selling appeal 
is one of pure flattery . . . and it 
works. 
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STOCKINGS 





Pastel meshes, also two- 

thread pastel stockings, are 

the new note to wear with 
white, pastel or prints. 






By 


RUTH HARRINGTON 


Sandal soles deserve featur- 
ing and when sold rignt 
result in surprisingly few 
returns. 
Multiple selling of stock- 
ings, in two or three pair 
packing, will increase your 
vacation sales. 












So far sales have been best in in- 
grain numbers for evening, but the idea 
is developing along day time lines as 
well. Stern’s, for instance, are plan- 
ning an advertised sale of a dip-dyed 
sandal foot stocking in a daytime num- 
ber to sell around a dollar. 


SHOWING sandal stockings on the 
new foot forms with the painted toe 
nails, helps put over the idea in dis- 
plays. Macy’s have a whole counter 
section for this type of hosiery, shown 
on these foot forms. And shown with 
each pair is an attractive box of French 
nail polish that tells the story at a 
glance. By the way, if you want to see 
the hosiery fashion picture all laid out 
like a map, this amazing department 
is the place to see it. It shows every 
possible variation in new stockings, 
beautifully tied in with general fashion 
trends. 

One of the most interesting selling 
ideas Fifth Avenue has to offer is the 
“Best Twins” promotion of two pair 
packing. Best’s is selling two pairs 
of dollar stockings together, in a sim- 





ple cellophane-window envelope for a 
$1.95. The five cents differential in 
price is an added argument for buying 
two pairs at a time. The other argu- 
ment of course is the convenience of 
having a spare pair of stockings, 
should one of the stockings spring a 
run. While the ideal way of buying 
stockings is three pairs at a time, many 
women hesitate to put out that much 
money at once. The two-pair idea is 

a good compromise. 
A rack of this kind can be colorful 
[TURN TO PAGE 40, PLEASE] 
































The Trend — 
In MEN'S HOSE 


Summer Selling Points 


SUMMER offers unusual chances to dramatize men’s 
hose by playing up the vital factors of the sales appeal, 
quality and style, both in the sales talk and other pro- 
motional efforts—for, at this season, perhaps more than 
any other, men like to “dress up” and the range of 
colors and patterns is wide. 

Manufacturers of men’s hose, realizing the danger 
of their product becoming a rather dull item, have been 
playing up specific selling points and the retailer should 
do likewise. A little imagination in the sales effort 


will go a long way. 

One house is promoting a line of boys’ hose called 
“Pirate Stripes” and enjoying success with it, for this 
appropriate name is conducive to immediate interest. 
The hose illustrated above with the anchor clocks is 
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Typical 1934 hose numbers. Left to right: Lateral-striped 

lisle (white ground with stripes in brown, blue, and black); 

horizontal-striped silk hose in maroon; horizontal-striped 

silk hose (qarterless) in black and white; white listle in 

mesh-weave (garterless); “anchored clock’ silk hose in the 

pastel colors, and ribbed lisle sock in white with brown 
and black zig-zag clocking. 


strictly new, and is an excellent example of a line of 
hose which can be “talked about” for Summer wear. 
The line is called “Anchors Aweigh”—leveled at the 
many men interested in boats and sailing. 

Of course quality has to be kept in mind, and the 
salesman is expected to know the particular virtues of 
the stock he is handling, to be able to explain the 
terms “full-fashioned” and “seamless,” to be able to 
satisfactorily describe the various methods of reinforc- 
ing, etc. But the particular difficulty seems to be in 
the inability to dramatize the item by stressing the style 
angle. Suggested methods to accomplish this are: 

(1) If dealing in branded lines, make use of the 
promotional programs mapped out by the manufac- 
turers for the retailer’s benefit, in the matter of win- 
dow and interior displays. 

(2) If a pattern hasn’t got a name, give it one. Pick 

[TURN TO PAGE 38, PLEASE] 
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for Elam's 


Good Displays in 
Windows and within 
the Store Are the Re- 
tailer's Best Asset in 
Building a Profitable 
Department 


A HOSIERY display case costing only a few dollars 
has increased hosiery sales fully 20 per cent for Elam’s 
Men’s Shop, 6328 Pacific Boulevard, Huntington Park, 
Calif., according to Jay S. Elam, the proprietor. 

The feature of the cabinet is the five tray-like shelves, 
one close above the other, that can be drawn out 
from six inches to eight inches, so that each pair of hose 
shows. There are twelve pairs in each row, and natu- 
rally the arrangement is according to price and size. 

There are several advantages in this type of cabinet, 
Mr. Elam feels. 

In the first place the display is always neat and 
never gets mussy. There is not the tendency on the 
part of the customer to maul the merchandise around, 
but at the same time he finds it easy to examine it. If 
he does pick it up he is very likely to place it back 
in an orderly manner. 

Any shelf can be pushed back so that the row of 
hose below shows completely. 

This cabinet also makes any display look much 
more complete than a scattered display would do, and 
of course it facilitates finding the size and pattern 
wanted. 

There are drawers below for surplus stock. In this 
store hosiery in. medium prices, the kind most in 


Show Hosiery 
and SELL 


Unique hosiery dis- 
play case which produced 
20 per cent sales increase 
Men's 
Huntington Park, Calif. 








Shop, 









Right: Striking window display of hosiery in connection 
with an unusual promotion by Mandel Brothers, Chicago, 
featuring Finery stockings. 


demand, has the right of way on the cabinet. The store 
is one of better men’s shops of the city. 


**GET a customer to ask for hosiery and he is a lot 
more easily sold than when you have to suggest it 
to him.” 

So says J. W. Banks, Jr., manager of a Feltman and 
Curme store in Denver, Colo. He has based one of his 
most productive hosiery merchandising plans on this 
assumption. 

The idea is to use a year-around hosiery table dis- 
play in the center of the men’s shoe department. Here 
are shown a variety of colors and patterns to harmonize 
with best selling shoes. The display is carefully kept 
up to date. When white shoes are popular, sox to match 
them are always featured, and so on. 


IN addition to selling the men, the table brings a 
lot of business from women in the store to buy shoes 
for themselves. During the holidays, men’s sox are 
shown in the women’s department. 

“Some of our best men’s sox business is done with 
women,” says Banks. “We find that a lot of men don’t 
like to bay this merchandise themselves and leave it 
[TURN TO PAGE 35, PLEASE] 
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SHOE STORE 
JUNE 


Day by Day Promotion Plans 
to Increase Summer Profits 


6 Isn't it time for a very 
thorough check of stock? 
If you have some numbers that 
are not moving why keep theta 
for your Summer Clearance? 
Hunt them out now, and make 
a list of them. Then use them 
for Saturday specials in June. 
They'll bring more now than 
later. 


l Next Sunday is Fathers’ 

Day. Why not put a 
display of golf shoes in the 
window with a card "Give Dad 
a New Pair on Fathers’ Day''? 
A little display of boxed men's 
hose with a card suggesting 
that these make good Fathers’ 
Day gifts would also be timely. 


20 Check stocks thoroughly 
again today. It is the 
only way to keep your stock 
moving and your investment 
down. The merchant who 
checks stock regularly and then 
does something to move the 
slow sellers is the man who gets 
the most turns, and the best 
profits! 


ys Have you an extra good 

table or counter display 
up front on silk hosiery? It 
will mean added sales the bal- 
ance of the week. And check 
your stocks again today! It's 
a lot of work to be sure, but the 
results are sure and certain if 
you check regularly. 


7 How long since you have 

checked over your window 
fixtures and put them in order? 
They represent quite an invest- 
ment and you really cannot 
afford to pile them in a corner 
of the stock room where they 
may get lost or broken or too 


dirty to be used again. 


1 FLAG DAY. A day that's 

often overlooked. An 
American flag in the window 
with a card reminding folks of 
the day and bearing a tribute 
to the flag will be good pub- 
licity for you, and bring much 
favorable comment. It pays 
to recognize special days in 
this way. 


21 Do you keep a record 
of your customers pur- 
chases so that you know their 
sizes, and their preferences as 
to style and colors? Such a 
record.can be used to good 
advantage when stock checks 
turn up slow sellers, for you 
know exactly where your pros- 
pects are. 


2 Next week begins a new 

month, and a month 
when you'll have to put up an 
agressive fight for business. 
Have you made any plans? If 
not you had better do it today, 
so you'll be ready to "go" on 
Monday morning. The next 
two days you'll probably be 
too busy. 


29 In tonight's ad the thing 
to talk about is Vacation 
footwear, and shoes for the 
4th of July holiday that's com- 
ing next week. Select the lines 
to promote that will be in big- 
gest demand, and use plenty 
of space so that your ad wili 
get its full share of attention. 


1 There should be a good 
ad in tonight's paper on 
Summer footwear styles, with 
particular emphasis on foot. 
wear for brides and graduate; 
Play up white shoes, and give 
hosiery a good play. White 
shoes should have a good win. 
dow for the week-end, too. 


What are you going to 

advertise tonight for Sat. 
urday selling? Wouldn't this 
be a very good time for a 
strong ad on children's vaca- 
tion footwear? Try it, and 
have some interesting give. 
away offer for children in your 
ad that will make them want 
new shoes. 


15 In preparing the ad for 
tonight's paper do not 
fail to give generous space 
to suggestions for Fathers’ 
Day. And your windows might 
be rearranged to give more 
space to such items, too. Sum- 
mer style footwear should also 
get good space in tonight's ad. 


22 Plan a good ad on Sum- 
mer styles for tonight's 
paper, with a big feature on 
Summer hosiery. A recent in- 
vestigation showed that the 
average shoe clerk spends just 
9 minutes out of each hour in 
selling! What do your clerks 
do with the other 51 minutes? 


30 Rearrange your windows 
for today so that they 
will emphasize the lines played 
up in last night's ad. And 
wouldn't this be a good day to 
surprise customers with the cift 
of tickets good for several frec 
shines? This is inexpensive and 


a good trade builder. 
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2 Five Saturdays this month! 

Have you something spe- 
cial planned for each one to 
help your sales? There should 
be some interesting window 
leaders each Saturday, and one 
timely line should be promoted 
each week, starting with white 
footwear for today. 


9 If you advertised chil- 
dren's footwear last night 
then of course you arranged 
an interesting children’s win- 
dow to back it up. And if 
you're looking for a window 
leader for today how about a 
special on children's hose? 
That will interest mothers and 
bring them in. 


1 This is the time of year 

when every sale counts. 
Have you been pushing the 
sale of laces, polish and those 
other little items that most folks 
don't buy ‘till they need them? 
Try suggesting these things to 
every customer today and see 
if it doesn't help. 


23 Since you played up 
Summer hosiery in the 
ad for today why not give over 
an entire window to the line 
and promote your best selling 
numbers in a way that will make 
every passing shopper realize 
that you are headquarters for 
women's and children's hose? 


June 2, 1933 


Change all windows to- 

day. It is just about time 
for a good vacation window. 
Get a few railroad folders, and 
some golf clubs, tennis rack- 
ets, etc., to add atmosphere 
and you can easily make an 
interesting display without 
going to any extra expense. 


1 Time to rearrange and 

freshen up the window 
displays again. Continue 
your children's window all this 
week with such changes from 
your Saturday display as are 
necessary. Space should also 
be given to white footwear, and 
a generous display of silk 
hosiery. 


1 All windows should be 

changed today and en- 
tirely new displays and ar- 
rangements put in place. Be 
sure there is a price on every 
shoe you display. You've prob- 
ably observed that the chain 
stores always price out every 
shoe in the window. They 
KNOW it pays. 


2 For this last week of June 
your windows should 
play up Vacation Footwear in 
a big way. With a holiday next 
week, and with many vacations 
starting on July Ist this is the 
most timely thing you can do. 
And, of course, you'll give 
hosiery a good display, too. 


FOLLOW THROUGH: 


How about sending out a 

letter or a folder on white 
footwear? If you want to go 
to the expense of printing a 
folder a very striking effect can 
be developed by printing in 
white ink on a black card. Go 
and consult your local printer. 
He'll have some ideas. 


12 A mailing on children's 
footwear ought to be 
worth while at this time. A 
good letter, accompanied by 
a reprint of your ad in last 
Friday night's paper would 
make a good combination. 
Mention in your letter that the 
give-away offer is continued 
this week. 


1 Wouldn't this be a good 

day to sit down and 
make a thorough check of your 
mailing list to be sure it con- 
tains no dead names—and to 
be equally sure it contains all 
the names it should list. This 
must be done frequently if 
your list is to remain “alive”. 


26 If you're going to have 
a Clearance next month 
why not send out a letter today 
telling customers that you're 
going to have an advance sale 
for customers only the balance 
of this week, and offer them a 
10% discount from regular 
prices if they bring in the 
letter. 


BG 
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Dramatize white shoes and sports footwear for Summer 
in June ads and windows. 
June is the month of brides and sweet girl graduates. 
Sunday, June |7th is Father's Day. Play it up in your ads. 
Plan ahead in June for your Mid-Summer Clearance Sale. 
Check your mailing list to make sure every mailing clicks. 
Plan a strong promotion of Children's play shoes as 
school ends. 
Feature vacation footwear in Mid-June ads and windows. 
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YOU CAN BE 





THE GREATEST NAME 


“ON 


we" 


When writing advertisers please mention Boot and Shoe Recorder 
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YOUR BOOTS 


IT HELPS SELL SHOES 


or tremendous advertising campaign 


is teaching millions to recognize the Good- 
year name as a mark of extra quality and extra 


wear on shoes. 


Sales of shoes with Goodyear Wingfoot Soles are 


already four times greater than two years ago. 


Today, Goodyear Wingfoots are America’s fastest- 
selling soles —the sole most often specified by 
trade and public alike! 


It certainly is a great help to have the extra sales- 


power of the Goodyear name on the shoes you sell. 


AMERICA’S FASTEST-SELLING SOLE 


WINGFOOT 
SOLES aw HEELS 


When writing advertisers please mention Boot and Shoe Recorder 








FATHER’S DAY offers a good opportunity for 
extra sales if you put a good promotion back of 
street shoes, sox, slippers and sport shoes as good 
gifts for Dad. 

The official poster for Father’s Day is the main 
feature in both the ad and the display suggested. 
All the illustrations in the ad can be enlarged to 
fit a two column space, or you could reproduce 
the poster design illustration “as is” and use your 
own merchandise illustrations. 


THE WINDOW setting can be readily adapted 
to use your “props.” Colors suggested are medi- 
um green and black on shaded areas, the re- 
mainder white. Put both the ad and the display 
to work for you during the week preceding 
Father’s Day, June 17th. 


[a—1G\VE DAD A REAL TREAT LN 
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GIVE DAD A 
REAL TREAT/ 



































STORE NAME 











COPY FOR AD 
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for 


GIVE DAD A 
REAL TREAT 


Let's give Dad something different 
this year! A pair of street shoes, or 
sport shoes, or slippers, or a half- 
dozen pairs of sox. Those are gif's 
we know many a man will welcome 
right heartily—and they will reminu 


5 him for many a day to come of you: 
FATHER'S DAY er 2zite ie 
give Dad a Real Treat? 
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Attached 3 Policy No..790%.___... ‘of 


PROTECTION TO 


YOUR PROFITS 


It requires no wild flight of the imagination to associate Kistler 
“BENCH BRAND” Sole Leather with business insurance. Shoes 
with leather soles having inherent weakness, create mingled 
emotions. None complimentary. None constructive of endur- 
ing business relations. You insure your stock of shoes. Why 
not insure the character of the sole leather in those shoes? To 
buy shoes bottomed with 


KISTLER BENCH BRAND’ 
SOLE LEATHER 


is a very promising way to do it. Quality is never compromised 
in making this stock. It is a “Balanced Tannage” combining all 
qualities essential to present-day shoemaking, merchandising 
and service conditions. Figure the cost of getting business and 
you'll deem it wise to protect the business. Don’t pay the 


“Hee Pa a 





penalty of poor sole leather. 


It's an advantage in buying to have the names of shoe manufacturers making shoes 
that carry KISTLER “BENCH BRAND" LEATHER SOLES Write us for them 


KISTLER 


i 


ye 


This chart represents a side 
of leather The part used for 


‘BOSTON :-MASS: Betsey 


FOUNDED - 1840 whole side. 








When writing advertisers please mention Boot and Shoe Recorder 
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By HARRY R. TERHUNE 


OTHER 
PEOPLE'S 


IDEAS 


Field Editor, BOOT AND SHOE RECORDER 


HENEVER a sale is held at 

the La Torra Shoe Co., Boul- 
der, Colo., a sample of every num- 
ber ofiered is placed on display on 
one of two unique “clotheslines.” 
The displays are located one on 
either side of the store. 

The purpose of the arrangement 
is to enable customers to keep them- 
selves occupied if they have to wait 
for service, and also to simplify 
selling. Very often a woman finds 
it difficult to explain to the sales- 
man what she wants, but where a 
variety of styles are on display, she 
can point out the general type of 
shoe she is interested in. 

The “clotheslines,” which are 
simply strands of heavy wire with 
numbers of clips attached to them 
for holding the shoes by the heels, 
extend the full length of the shelf 
sections on either side of the store. 
They are supported by a metal ex- 
tension extending out from the 
shelves at either end and by wood 
strips placed at several points in 
the center. On each of these wood 
strips is a round price card. The 
cards are used to divide the mer- 
chandise into sections by price 
classifications. Each of the lines 
will accommodate ‘about 200 shoes. 


OP! 


O Mahomet in the shoe business 
waits for the mountain of busi- 
ness to come to him: he goes to the 
mountain. In this instance, P. 
Walker, manager of the Bootery, 
Salt Lake City, is the Mahomet. His 
store carries a line of nurses’ shoes 
(Red Cross). But Mr. Walker 
doesn’t wait for the nurses to find 
out for themselves that he carries 
them: he takes his shoes to the 
nurses. 
Armed with a supply of samples, 


he goes to the superintendent of 
nurses at hospitals, and lets them 
select the styles they want rather 
than ordering styles he thinks they 
should have, and then attempting to 
sell them. 

Likewise, heads of schools are 
contacted. 

Mailing lists are secured by list- 
ing each nurse’s name and address 
as she purchases shoes. Direct 
mail catalogs are sent. Files in- 
dicate about when each nurse 
should be in the market for a new 
pair of shoes, and at that time she 
is contacted. 

This personalized service has re- 
sulted in a big increase in the sale 
of these comfort shoes. 


of! 


A PLATE glass cupboard affair 
with three plate glass shelves 
occupying the “dead” wall of a cor- 
ner store entrance has given the 
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equivalent of an extra window for 
display in Killens’ Boot Shop, Los 
Angeles. The cupboard is approxi- 
mately ten inches deep and the plate 
glass shelving permits illumination 
of the whole interior from the dome 
lights. 

G. R. Killen, the proprietor, who 
has gone over in recent years quite 


largely to children’s shoes, states 
that the additional display made 
possible for this arrangement has 
noticeably increased sales. 


OPI 


R C. HAYES, senior partner in the 
+ Westwood Hills Boot Shop, 
perhaps the most elegant shoe shop 
for women in Westwood Village, 
the model village built at the cam- 
pus entrance of the University of 
California in Los Angeles, attrib- 
utes 33 1/3 per cent of the growth 
of his hosiery department to his 
Village Hosiery Club. 

Each customer, when making her 
first purchase of hosiery, is offered 
a club membership card. If she 
accepts it, her name and address are 
written on it and it is filed in a 
filing cabinet and kept at the store. 
The card is punched twice when the 
first pair of hose are purchased 
and once for each additional pair. 
When there are twelve holes in the 
card, which means that eleven pairs 
of hose have been bought, the cus- 
tomer is entitled to the twelfth pair 
as a bonus. 

Friends of the club member can 
have their purchases punched on the 
club member’s card and, in prac- 
tice, each club member works on 
her friends to this end. The loy- 
alty of college girls one to another 
makes this phase of the promotion 
especially effective. It also works 
well in family circles. 

The club gives the shop a mailing 
list that is always up to date. It 
works out as a very economical 
method of advertising and is in its 
very nature self-promotive. That it 
boasts the sale of shoes in the shop 
goes without saying. 

The card file is still piling up 
rapidly after a year’s use. While 
only quality hose are sold in this 
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TODAY'S BEST INVESTMENT 


Mdanebon.. 


WEBSTER defines an invest- 
ment as "property pur- 
chased for income or profit." 


cee and with that 
definition in mind, we say that moderniza- 
tion is the retail merchant's best investment 
today. 


To make a profit a store must attain a cer- 
tain sales volume. The larger the overhead 
costs, the greater must be this volume 
before a profit can be realized. 


So whatever means can be taken to insure 
sales in sufficient volume to first cover the 
cost of doing business and then to return 
a profit from that business, certainly can 
be classed as sound merchandising. 


Modernizing, dressing-up, replacing old 
and unattractive equipment with new, put- 
ting color and light into a store interior — 


, GRAND RAPIDS STORE 
EQUIPMENT COMPANY 


and Factories: 


Main Offices 


Grand Rapids, Michigan 


Branch Offices and Representatives in Principal Cities City. State 


such a program has been the means of 
replacing red figures with black on many 
an operating statement. 


You can’t hope to compete in today’s fight 
for volume with worn-out, antiquated 
equipment. 

The first chapter in many a store’s success 
was written on a blueprint. And we have 
had the privilege of writing that chapter 
for hundreds of merchants in every part of 
the country, large and small. 


It costs you nothing nor does it obligate 
you to let us present suggestions for ° 
modernizing your store with our new line 
of equipment, modest in price but up-to- 
date, colorful and practical. Drop us a line 
today for more detailed information. 





MAIL THIS COUPON TODAY 


* B-6 
Grand Rapids Store Equipment Co. 
Grand Rapids, Michigan 

Please send us further information on your 
Store Planning Service and Equipment. 





Name Address. 
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shop, every pair, regardless of 
price paid, entitles the purchaser to 
another hole in the punch-card. 


Or! 


AUL’S SHOE STORE in Dallas, 

Tex., recently attracted much at- 
tention to their “Travel” window. A 
large poster in color showing an 
ocean liner putting out to sea 
formed the background on a large 
window screen. Fastened over this 
poster were letters practically two 
feet tall and a foot wide which 
spelled the word travel in yellow. 
The letters were cut from a rough 
upson board and each had a small 
shelf fastened to it where a single 
shoe could be displayed. The win- 
dow allowed a varied display of 
footwear in white as well as colors. 
The window background also had 
travel posters secured from the 
American Express included to give 
atmosphere. 


or; 


S your customer wearing a $1.25 
hose and expressing satisfaction 
with it? 

Then try to sell her a $1.50 pair! 

“You see,” explains Miss Lola 
Anderson, buyer and manager of 
the hosiery department for Gold- 
stein-Chapman Co., Omaha, Neb., 
“if you make your fight on a low- 
priced hose and lose, then you are 
done. It would be impossible to 
jump to a more expensive hose and 
make a good sales argument. On 
the other hand, if you hold out a 
good hose at a good price, and the 
customer turns you down, you can 
continue down the line until you 
meet the idea of a hose the lady has 
in mind. Income increases, too, as 
you sell up.” 

By continually urging this meth- 
on on her salespeople for six 
months, Miss Anderson has been 
able to raise the average of a sale 
from 79c. to $1. She has also ad- 
vanced the sales of better hose from 
$1.65 to $1.95. 


OF: 


ENNINGTON’S new store is do- 
Pine a very gratifying business and 
is building good will through good 
service to customers and personal 
letters by enclosing a pair of shoe 
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laces every three months. Their 
business has increased 30 per cent 
since the first of January and re- 
peat business is greater than new 
business. 


ort 


/'7-HE ‘Three Bears’ story never 

grows old, and at the end of 
five years we find the kiddies just 
as much interested in our depart- 
ment as the kiddies were five years 
ago!” 

This is the statement of George 
H. Kinnecky, manager of the chil 
dren’s shoe department at the de- 
partment store of T. W. Mater and 
Company, Inc., Pasadena, a depart- 
ment featuring only the best grades 
of shoes and specializing in correc- 
tive and orthopedic work. 





The “Three Bears” in this de- 
partment are three chairs, a little 
chair, a middle-sized chair, and a 
big chair, symbolic of the little 
bear, the middle-sized bear and the 
big bear in the ever-popular fairy 
tale. “The imagination of the child 
is such,” says Mr. Kinnecky, “that 
it is not necessary to have pictures 
of bears, or real teddy bears, around 
at all, for those are so realistic that 
they can readily grow old, but our 
make-believe bears never grow old, 
for they call the imagination into 


play.” 


Or! 


ALLING men by name is a sure- 
fire way to make a customer 
feel good, establish friendly rela- 
tions and take him out of a grouch 
if he happens to be in one, says 
W. F. McCaffrey, department man- 
ager at the Chicago Walk Over 
store for men. 

“How do you do, Mr. Smith?” 
has a lot more persuasiveness to it 
than just “mornin’.” This is tact to 
the man who is a regular customer 
and is a grand surprise to the back- 
slider who has been cruising around 
during the late unpleasantness and 





hasn’t been in for a couple of years. 
He’s back at the old stand and likes 
to get the glad hand. This may 
seem a small thing, but it goes a 
long way in a store that goes out 
after a steady trade of repeat or- 
ders, says Mr. McCaffrey. 

Another first aid to business on 
a dull day is the telephone call. 
The other day was pretty bad and 
business slow. A little diplomatic 
telephoning to Mr. Brown, Mr. 
Green and Mr. Doe resulted in that 
many gratifying sales, which not 
only boosted trade but the general 
morale of the department. 


Ort 


/‘1F your shoe department is toward 

the back of the store where it is 
not readily noticed, it’s up to you 
to make it more conspicuous,” de- 
clares K. W. Ash, manager of the 
Emporium shoe department in Og- 
den, Utah. “We have made our de- 
partment thus located ‘stand out’ by 
having stock boxes of a bright red 
with white identifications. Through 
the appeal of color to the eye, our 
shoe department now draws a nice 
portion of the store traffic into the 
department.” 


OP; 


J M. HALDEMAN, who operates 
- a high class neighborhood fam- 
ily shoe store in Los Angeles has 
increased traffic, especially among 
young people, and increased sales 
by installing a circulating library 
in his store. 

The library, Mr. Haldeman points 
out, runs quite largely to current 
popular fiction but has a good 
sprinkling of heavier stuff, especial- 
ly historical biography. A few good 
reference books and back copies of 
The National Geographic maga- 
zine are also on hand. 

As this store has the double shelv- 
ing system (that is, a space 3 or 4 
ft. wide like a shelved aisle behind 
the regular wall shelving) there 
happens to be a good open space at 
the end of this aisle near the front 
for bookcases. A few books are also 
grouped around the cash register to 
get the eye of the first-nighters and 
2 ft. of each window display on 
each side of the door are given to 
the latest books. 
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EDITOR'S 


HE key to the nation’s shoe business will be slipping 
out of the hands of the retail shoe merchants of America 
if they continue the practice of selling shoes over the 
counter, unfitted and unserved for sweet volume’s sake. 

We approve of sandals but we certainly do not ap- 
prove of their method of merchandising, no matter how 
tricky the cocktail bars, linen shelves and sandal 


spreads. 

Shoes cannot be sold that way. Shoes are not pack- 
aged items to be sold over the counter like so much 
delicatessen. In a few short years we have permitted 
the idea to grow that Summer shoes do not need fitting 
service. We see in cities, the country over, the growth 
of a menace to shoe merchandising that is worse than 
any weevil or weasel that ever destroyed a crop. Is it 
a sign of careless, slovenly merchandising or is it an 
attempt to cut the costs of service by using counter 
clerks instead of competent shoe fitters? 

The answer rests with the trade. We point the evil. 
If the practice continues it won’t be long before millions 
of pairs of shoes will be sold in all sorts of counter 
shops, without fitting, without service and without pro- 
fessional interest. We sound the alarm before it is too 
late. 


YEARS ago a great shoe merchant said: “We, as Amer- 
icans, are annually spending many millions of dollars 
in efforts to safeguard the health of our children through 
early correction of faulty vision, malformed teeth and 
improper diet. Yet we persistently ignore the fact that 
neglect of their foot ills is doing as much towards trans- 
mitting physical and mental handicaps to the new gen- 
eration as possibly all other weaknesses of the body 
combined. We license our dentists and our oculists. 
Why we even license our horse doctors and plumbers. 
We register our barbers. Yet we prescribe shoes to 
millions on the theory that if the shoe feels right, it is 
right.” 

That statement was made at a time when shoe fitting 
was just an incident to the sale of a pair of shoes. In 
ten years we have made great progress in the perfection 
and professionalization of shoe fitting. Now by the 
introduction of the idea of selling shoes over the 
counter, we are going to slip back to the point where 
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each person becomes his or her own foot fitter. If we 
can’t brag very much about the job that is done with 
fitting sticks, measuring devices and intelligent men 
and women who know that a foot has three dimensions, 
length, width and thickness—what kind of a sorry mess 
will American feet be in when the public buys shoes 


over the counter, unfitted and unserviced? 


JF we have any respect for shoe retailing as a busi- 
ness, we will almost ask for laws that will prohibit the 
sale of shoes over the counter. In many states a fine 
is imposed for the sale of eye glasses over the counter. 
There must be a professional examination by a man 
competent to prescribe. The retail shoe salesman who 
can fit shoes year in and year out without ill-effect on 
posture and foot health is just as great an asset to his 
community as the surgeon, the dentist and oculist be- 
cause “knowledge of prevention is as essential as knowl- 
edge of cure.” 

Another contributing factor to this over-the-counter 
selling of footwear is what we might term “week-end” 
merchandising. We were almost on the point of spelling 
it “weak-end,” for that term might best express indolence 
in merchandising. This week-end business of selling 
means haste and hustle, get the money and get the cus- 
tomer out. It is true the public is at fault for it wants 
what it wants when it has the money. There may be no 
business in the store during the week and a pressure 
of business at the end of the week but the merchant 
himself can correct this largely by indicating to the 
customer the need for sufficient time to do a thorough 
job of shoe fitting. 

Proper study of the customer and the foot must be 
made a part of the service of shoe fitting. Let us con- 
sider well the predicament of the trade and see if we 
can collectively find an intelligent answer in the more 
professional service rendered by competent shoe sales- 
men at the fitting stool. 
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Shoe Wholesale CODE 


FROM the headquarters of the National Association of 
Shoe Wholesalers in Boston has just been sent out 
copies of the revised Shoe Wholesalers’ NRA Code of 
Fair Competition, as agreed to by the Code Committee 
of the Association and the National Recovery Admin- 
istration at a recent preliminary conference in Wash- 
ington. 

At the suggestion of the Recovery Administration au- 
thorities, the shoe wholesalers’ code has been made 
supplemental to the General Code of Fair Competition 
for the Wholesale Trade. 

That part of the Code covering specifically the whole- 
sale shoe trade is comprised in Articles 4 and 5, and is 
as follows: 


ARTICLE IV 
TRADE PRACTICES 
Supplementing Article VII of the Generai Code. 
Section 1.—Return of Merchandise. 
Merchandise purchased and shipped in good faith 
and in accordance with the buyer’s specifications may 
not be returned for credit by any purchaser; except, 


Ballot for Wholesalers 





To the Honorable Franklin D. Roosevelt 
President of the United States 
Washington, D. C. 


Sir: 

Attention: N. 1. R. A. 

The undersigned, engaged in the wholesale shoe business at 
location and in the city and state hereinafter set forth, 


the 

petition, for the Wholesale Shoe Trade to be submitted by the 
' National Association of Shoe Wholesalers of the United States. 

We hereby authorize the officers of said Association and its repre- 
sentatives to present and advocate the adoption of said Supple- 
mental Code. 

We hereby further authoriee said officers to agree for us to such 
changes in said Supplemental Code as they may believe necessary 
or proper. 





1. Name piaicesabiesuigiadeiaa 
2. Stave whether individual, partnership or corporation 

BD: eicenstosinstienaie 
State Name of-Office Held 
3. State Address .. 
4 City and State . 
s. Capital and Surplus in Business 
6. Aggregate Sales in 1933 . 


KINDLY FILL OUT AND EXECUTE THE FOREGOING 
IMMEDIATELY AND MAIL TO: 


THOMAS F. ANDERSON, Secretary 
National Association of Shoe Wholesalers 
166 Essex St., Boston, Mass. 





























No Consignment Sales 
No Inaccurate Labels Permitted 


that where goods are received in an apparent damaged 
or imperfect condition or when they do not conform to 
the specifications contained in the purchase order, a 
maximum of ten (10) successive days after the receipt 
of such merchandise will be allowed for the return of 
same for credit, provided, however, that this section 
shall have no application to the return of merchandise 
in which the defective condition cannot be discovered 
by an ordinary inspection. Whenever a member of the 
Trade shall accept the return of merchandise after it 
has been in the customer’s possession for more than the 
said ten (10) days’ period, he shall report such transac- 
tion to the Divisional Code Authority and certify that 
his action was in accordance with this provision. The 
Divisional Code Authority may require any member of 
the Trade to present proof that such returns were ac- 
cepted in good faith and in accordance with the pro- 
visions herein. 


Section 2.—Consignment of Merchandise. 


No member of the Trade shall ship or deliver shoes 
to any retailer on a consignment basis, 


SECTION 3.—Inaccurate Labeling, 

No product which is inaccurately labeled, as that 
term is used in Article VII, Section 3 of the General 
Code, shall be sold by any member of the Trade. 


SEcTION 4.—Terms and Discounts. 

All terms of sale, including discount, shall be speci- 
fied on all invoices. No discounts shall be allowed, or 
credit given therefor, after the expiration of the time 
specified on the invoice. 

It shall be permissible for a member of the Trade ta 
price shoes on a net basis, or a basis less discount, for 
payment within thirty (30) days from date of delivery 
specified on invoice or from date of shipment, if later, 
or for payment on the tenth of the month following the 
due date specified on the invoice or date of shipment, 
if later; granting, however, fifteen (15) days’ addi- 
tional time to Wholesalers West of the Rocky Moun- 
tains; but in no case shall a discount in excess of five 
(5%) per cent be allowed. (Terms for Rubber foot- 
wear or tennis shoes shall not be governed by this 
provision.) 

[TURN TO PAGE 54, PLEASE] 
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Show Hosiery and Sell It 
[CONTINUED FROM PAGE 23] 


entirely up to their wives. If we had 
the space, I’m sure a complete men’s 
hosiery table in the women’s depart- 
ment would bring good year-around re- 
sults. 

“Of course this scheme doesn’t mean 
that we neglect suggestion. It is very 
important. The point is that if we can 
do something to arouse enough curiosi- 
ty that the customer will ask us, he is 
a more certain buyer and it takes less 
time to sell him.” 

Leona Engberg in charge of the 
hosiery department of the Walk Over 
Shoe Store, 214 South Main Street, Salt 
Lake City, substantially increases 
hosiery sales by advising customers the 
number of threads in the various dif- 
ferent weights of hosiery. She explains 
to the customer that the number of 
threads in their hosiery governs not 
only the price but the appearance and 
the wearing qualities as well. 

The customer buying extra sheer 
chiffon and inquiring, “Will these wear 
well?” is frankly told that such hosiery 
is designed for beauty and not for 
wear and that this is what most cus- 
tomers who buy them have in mind. In 
selling these extra sheer chiffons which 
retail at $2.25 the importance of pur- 
chasing the most beautiful hosiery in 
order to properly offset her gown is 
stressed. 

Customers of a more practical nature, 
wanting a hosiery that combines beauty 
and wearing qualities, are advised to 
purchase the 3-thread chiffon for dress. 
The person buying hosiery for work 
or sports is advised that the 4 and 5- 
thread service weights are more ap- 
propriate for these occasions. A spe- 
cially good business has been built up 
on service weight hosiery for nurses 
who demand something that wears well 
on the job. 

“By asking where and with what the 
woman expects to wear the hosiery we 
can readily suggest the one best suited 
to her needs,” declared Leona Engberg. 
“By selling the customer the right 
hosery for her needs we gain her good 
will and insure her repeat business.” 

Outstanding features of style or 
color are always stressed in suggesting 
hosiery at Broadhurst, Inc., one of Den- 
ver’s largest exclusive shoe stores. 

“We find that it isn’t enough to 
merely inquire of the customer, ‘Do you 
need some hosiery?’” says manager 
Ralph M. Broadhurst. “We try to have 
a story behind every suggestion. 

“Features such as specially con- 
structed tops, construction that pre- 
vents runs or at least prevents some 
of them, V-heels, knee-length hose— 
they all create interest. The same 
thing is true of colors. We always play 
up the idea that a certain shade to 
match the shoe bought is the very latest 
thing. When suggestions are handled 
in this way, it isn’t nearly as easy 
for a customer to say no, as when she 
is merely asked if she needs hose.” 
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EVERY DAY SALES 


with 


COMFORT STYLES 


D AY in and day 
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out, comfort type 
footwear sells— 
steady, reliable, de- 
pendable and profit- 
able. In fact, Ault 
Williamson, by 
specializing for twen- 
ty years in the de- 
velopment and im- 
provement of turn 
comfort footwear, 
‘has become the domi- 
nant house in the 
field. Dominant be- 
cause of size, styling, 
value delivered, ser- 
vice, and fair poli- 
cies. 


Build the backbone 
of your profit with 
Ault-Williamson turn 
comfort footwear. 


Concentrate on A-W 
Turns, to Increase 
Your Summer 
Profits. 


IN 


& 
IWkeltney-wa™ 


TUES DAY - WEDNESDAY - THURSDAY - FRI oY 





White Kid Blucher Tie; 
White Finished Leather Heel. 


No. 225-95 


Black Ruby Kid Blucher Tie; 39 Last; 
13/8 Heel. E 2. 


In Stock A to E....8 10 


No. 257 
Black Ruby Kid Four-Eyelet 
Tie; 39 Last; 14/8 Heel; Wing- 
foct Rubber Toplift. In Stock 
AAA to EE $3.00 
No. 257-16. As above in Brown 
Kid. AA to E $3.15 


89 Last; a 





+ AULT ; 
WILLIAMSON 


SHOE COMPANY 


AUBURN 


MAINE 
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Grandest poo burning feet. ne odors. 
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This new STANDON ad 

pat wort ec Tat ee. AND ae rete een male onl ayan is 
STANDON genuine million families. Get the 
lion’s share of tennis shoe. 

business in your neighbor- 

hood by tying right into 


this great campaign. 
and makers 


por 1934 construction by name— 
pe 


This Advertisement appears JUNE 2nd 


ENDICOTT-JOHNSON 
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aH] mY LAIN DON ad / 


TIE YOUR STORE into this Sales- 
Compelling Campaign Reaching over 


53% Million Families 


PROFIT BY this smashing, wide-awake 
consumer advertising in the magazine sec- 
tions of dominating Sunday newspapers. 
Increase your tennis shoe volume by taking 
advantage of a two-fisted campaign that is 
carrying the story of STANDON to a 
vast number of prospects. You can be 
sure they'll thrill to the dashing eye-appeal, 
the superb QUALITY and the can’t-be- 
equalled features of the STANDON line. 


Millions are going to read this ad with its 
powerful build-up of STANDON. They’ll 
wt 00 oun pant throw away the old-fashioned tennis shoes 


with rubberized insoles. They'll go right out 
and demand STANDON by name. It’s easy 
to see why! STANDON is the one shoe of 
its type that reduces sweating and smelling 
and prevents burning feet. STANDON has 
genuine leather VENTILATED insoles 
that can’t shift, curl up, or get lumpy be- 
cause they’re stitched into position by a 
patented construction which cannot be 
duplicated. STANDON equipped tennis 


_ shoes hold shape better, stay cooler, mold 


readily to form of the foot. Finally, their 
clinching sales-appeal is that they cost no 
more than ordinary, out-of-date types. 


Nothing Takes the Place of GOOD Leather — for Insoles 


STOCK these STANDON tennis shoes 
now for large volume 1934 profits. Trim 
your windows with them. Display them 
prominently on counters inside your store. 
Write for window cards. 
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Lots of Shoes ? 
—Or Just a Few? 


[CONTINUED FROM PAGE 17] 


must avoid, whatever kind of window 
you may use. And it’s not so easily 
avoided if you are showing a great 
number of shoes. That’s one reason 
why we showed the illustration of the 
Brandeis Stores window from Omaha. 
The display man who developed this 
window succeeded admirably in focus- 
ing the attention of the customer on 
a lot of styles and patterns without 
confusing her with the impression of a 
miscellaneous mass of shoes. Each shoe 
stands out by itself and there’s nothing 
junky about the appearance of the win- 
dow. 

Men, as a rule, like to look at win- 
dows showing a complete assortment 
of styles. That’s because men are born 
window shoppers. They like to look 
"em over and make up their mind before 
they go in. One of the biggest ob- 
stacles standing in the way of getting 
more men’s shoes sold is the unwilling- 
ness of the average man to go into a 
store, try on a lot of shoes and possibly 
encounter disappointment in finding 


what he wants. The percentage of 
customers who are price limited aver- 
ages higher among men than among 
women. But even the man who isn’t 
price limited likes to be reasonably sure 
you have the sort of shoes that appeal 
to him before he submits to the ordeal 
of being fitted. 

The number of shoes you show is just 
one of the many elements that enter 
into your window problem. It’s im- 
portant, particularly if you are operat- 
ing a one-price store, or appealing to a 
certain clientele or group of customers. 
But regardless of whether you show 
many or few shoes, your windows must 
be made interesting, unusual and at- 
tractive if they are to fulfill their pur- 
pose of publicity, promotion and profit 
through increased volume of sales at 
the fitting stool. Whatever your price 
or merchandise policy and whatever 
type of window you decide is best for 
your business, the problem of how to 
make window displays interesting and 
productive is worthy of your most 
earnest effort. 





The Trend in Men's Hose 


[CONTINUED FROM PAGE 22] 


out the specific feature in design or 
weave and play it up. (The use of the 
phrase “air-conditioned” for the mesh 
weave sock is an example of a way to 
promote a type of Summer hose.) 

(3) Display hose with appropriate 
footwear. (A “cool” window, where 
perforated shoes are shown with ex- 
treme warm weather hose might be 
a good idea.) In general, a plain sock 
with a fancy shoe, and vice-versa, is a 
tasteful system of arrangement. 

In summation, the main point to 
keep in mind it not to view your hose 
as a dull side item, but as a vital fac- 
tor in the dramatization of your shoe 
stock. Then you will make the sales. 


* * * 


“Hosiery is most easily sold to a 
shoe customer while the new shoes he 
has bought are still on his feet,” says 
Roy Hendrix, manager of a Florsheim 
store in Denver, Colo. 

This store sells hosiery to better 
than 50 per cent of its shoe customers, 
and Hendrix traces a good part of his 
sales to recognition of the above stated 
principle. A pair of hose to match the 
shoes is always suggested before the 
new shoes are taken off. 

“We find,” says Hendrix, “that when 
a man gets his old shoes back on he 
is usually through buying. He hasn’t 
the same interest as before in foot 
appearance. And it is harder for him 
to visualize the appearance of sox with 
the new shoes in his hand.” 


While white hosiery to match white 
shoes has been the biggest seller so 
far this season, Hendrix has developed 
a good deal of extra volume by show- 
ing extreme pastel shades—bright yel- 
lows, greens and even lavendars. 

“There aren’t a great many people 
who will buy these shades, but those 
who will are attracted solely by them,” 
says Hendrix. “It is all extra busi- 
ness, and profitable business.” 
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Show hosiery instead of merely sug- 
gesting it! 

By means of this plan, P. H. McGuire, 
manager of a W. L. Douglas store in 
Denver, Colo., has been able to main- 
tain almost a pair for pair average on 
hosiery sold to shoe customers. 

When any salesman of this store 
brings out a pair of shoes, he selects 
a pair of hosiery to match and brings 
them along with the shoes. In many 
cases—this depends somewhat on the 
customer—the hose are shown to a 
patron as soon as one shoe is put on 
him. But, in any case, the sox are 
handy for immediate use whenever the 
proper moment for showing arrives. A 
salesman never has to take the risk of 
losing a sale by excusing himself and 
going out for hosiery. 

“I find it best whenever possible 
to show the two items simultaneously,” 
says McGuire. “Thus, the two are 
tied up in the customer’s mind. He 
feels that the shoes won’t be complete 
without the sox. Usually, a man 
looks at hose more carefully in con- 
junction with shoes than otherwise.” 

Another thing McGuire finds very 
important is to constantly carry hose 
in his windows. Not only do these 
displays bring in extra trade from the 
street; they also suggest the idea of 
hosiery*to shoe customers, so that they 
are more easily sold. 

The pair for pair average is partly 
cue to the fact that three or six pairs 
are sold a great many customers. In 
many cases, according to McGuire, 
it is easier to sell three pairs than 
one. The reason is this: One pair is 
sold for 35 cents, or three for 95 cents. 
The 10-cent saving brings a lot of 
volume. 


Amalgamated Votes Dividend 


NEw York, N. Y.—A dividend of 50 
cents a share on the $7 preferred stock, 
has been declared by the Amalgamated 
Leather Companies, Inc., payable July 
1, on account of accumulations. 





IT'S A SMART FOOT whe oe A 





642 SOUTH BROADWAY 


6501 HOLLYWOOD Bovieverd 





Amazingly practical, foo, this soft, snowy 
leather that cleans so reedily. Punched and 
pinked and perforated in summer-wise ways! 

Hand turned senda! or tie 


of white dosskin 1,50 


The sandal also in while crushed 
lid. + The pump in white kid. 


A smart Summer shoe ad from the Pacific coast, with a decided fashion appeal. 
The somewhat unusual dimensions of this advertisement, as well as its attractive 
layout, serve to attract the attention of the hurried newspaper reader. 
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Shoes 


FOR THE MAN 
ABOUT TOWN 


One of the three 
GENUINE SEALSKIN 


shoes in the new and greater 


line of UPTOWN SHOES 
for FALL 


A STAR BRAND SHOE 


Genuine Sealskin, a leather that is growing in popularity in 
men’s fine footwear. Three splendid styles in this leather are 


included in our new and 


greater line of Uptown shoes for fall, 


all carried in stock. Widths A to D. All priced at 3.65. ¢ © See 
this new line of Uptown shoes—the finest in every way that it 
has ever been our privilege to present to the trade. e« e e 





ROBERTS -JOHNSONS RAND 


Branch "s international Shoe 


ST LOUIS, MO. 
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You Can't Sell ’em All 


[CONTINUED FROM PAGE 19] 


make money over a period of years it 
is necessary to have a continuous flow 
of satisfied, repeat customers, plus a 
reasonable stock turn. 

With the management always on the 
floor and with no surplus stock room, 
this department will completely turn 
its stock once each two months, or 
about six times a year. This stock is 
always clean and always worth one 
hundred cents on the dollar to the store. 

Comparatively few houses supply our 
wants, even in the fast moving young 
women’s high style department. We 
are quaint enough to desire to be a big 
customer to a few sources, rather than 
a small customer to a great many. 

Fourteenth street, where this store 
has been located for the past hundred 
years, is a great shopping section for 
suburban New York. In addition, this 
section has experienced a remarkable 
trade growth in the past decade, for a 
return of the better trade to this sec- 
tion has been definitely charted. As it 
is, fully 80 per cent of our business 
comes from nearby New Jersey and 
Long Island communities. 


Competition is extremely keen down 
in this secion. We have as our busi- 
ness neighbors many kinds and types, 
all the way from the high-grade Wana- 
maker store to the small shops with 
their frequent “sales.” Such competi- 
tion keeps any shoe buyer right on his 
toes. It is doubtful if any spot in this 
great city has such a varied complex, 
highly competitive trade, as is found 
right on 14th street. 

One sidelight to show the extreme 
vagaries of our regular trade, in addi- 
tion to high style shoes for the young 
women and the staples for the older 
women, is the fact that this depart- 
ment has a steady trade on genuine 
beeded Indian moccasins. And they 
are bought almost wholly by seamen 
from the ships which dock around the 
foot of 14th street. Believe it or 
not, these moccasins are bought as 
typical souvenirs of New York City, 
for the belief that red Indians roam 
the streets of New York seems still to 
persist in some quarters of the globe. 
We do have plenty of “Reds” roaming 
around Union Square, to be sure, but 
they are not the original inhabitants. 





Three Months to Sell Summer Stockings 


[CONTINUED FROM PAGE 21] 


and attractive and has possibilities for 
shoe store promotion. It’s a nice idea 
for a week-end packing. It’s a nice 
suggestion for a gift to one’s week-end 
hostess. The horoscope birthday gift 
idea, shown in the photograph and dis- 
cussed in the caption, suggests another 
gift angle in selling several pairs of 
hosiery. 

“We are going to be terribly disap- 
pointed,” says Saks, Fifth Avenue, “if 
we don’t sell thousands of pairs of 
anklets this Summer. Our stock in 
these numbers is very much larger than 
ever before.” The anklet business for 
the younger trade looks more than 
promising. We have talked about it 
in practically every hosiery story this 
Spring, but it bears repeating. Anklets 
belong with your sport shoes. Anklets 
will make your displays more attractive 
and will pay their way as window 
pieces even if you never sell a pair. 
But you will sell many pairs-if you 
have them and show them. 

A new feature in anklets is the lastex 
cuff, so woven that it stays up snugly 
around the ankle. That is one difficult 
thing about short socks—their tendency 
to slip down and bunch in under the 
heel. A snug fitting cuff is a good 
selling point. Another important use 
of lastex is in the “Knee-High” stock- 
ing which we illustrated recently and 
which has been making strides ever 
since. With its woven-in top, which 
stays up without garters, it is a boon 
for the younger, slimmer woman who 
goes girdleless in the Summer. 

In our tour of the Avenue, we stopped 


in at Walk-Over, Forty-second Street, 
to see what they were doing to promote 
stocking sales. And they were right 
there, as usual, with an idea. Sus- 
pended on the balcony, the whole length 
of the store, were huge oblong posters 
calling attention to three featured 
stockings at three featured prices. The 
posters are gotten up after the manner 
of travel posters, good and splashy, 
good and colorful. Fashion pictures in 
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color, cut from magazines, are used for 
illustration. 

Now, instead of looking at rows of 
shoe cartons, a woman being fitted for 
shoes sees a potent suggestion about 
stockings. The idea, of course, is in- 
formal and not adapted to every store 
layout. But the Summer, if ever, is 
the time to break over from the usual 
conservatism of the shoe store into 
some such effective way of presenting 
your hosiery story. 


New Hollywood Men's Store 


HoLLywoop, CAL.—F. C. Goodwin, 
who has been manager of the Holly- 
wood store of Hamilton’s Inc., at 6607 
Hollywood Boulevard, for the last seven 
years, has resigned his position and 
wil] open a fine shoe store for men in 
a choice location at 6516 Hollywood 
Boulevard. Only fine quality shoes 
will be stocked and an especial appeal 
will be made to the men of the moving 
picture industry, Mr. Goodwin an- 
nounces. The store will have a front- 
age of 15 ft. and a depth of 100 ft., the 
modified modernistic motif predomi- 
nating in the interior decorative plan. 
The opening will anticipate the Fall 
demand. 

Mr. Goodwin has been with Hamil- 
ton’s about 10 years, coming to the 
Hollywood store from the Bay District. 
Until a new manager is named for the 
Hamilton store, Elwood Hamilton, mem- 
ber of the firm, will be in active charge. 


A. Westerman Changes Positions 


Tucson, ArIz.—A. Westerman, for- 
merly basement merchandising man- 
ager here in the Albert J. Steinfeld de- 
partment store, resigned his position 
recently to accept the one of general 
manager of the Kay Shoe stores chain 
of Kansas City with headquarters in 
that city. 





The Incorrigible Optimist 
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Worse Than a Drought 
—A Careless Harvest 


[CONTINUED FROM PAGE 15] 


Thousands of men and women who buy quality 
merchandise in colored shoes during the other seasons, 
come into the Summer season, with its heat, knowing 
they will be on their feet and in activities not known 
in other seasons of the year. Then they proceed to 
ruin feet that have been preserved in fine fitting, com- 
fortable shoes, by a pair of something that can hardly 
be termed other than imitation shoes. They undo all 
the orthopedic good that the other seven months have 
accomplished. 

This season has proved that a white shoe is a long- 
lived shoe, for a season as long or longer than any 
other shoe they may buy; a shoe to be worn during the 
period of the year when, more than in any other period, 
the foot demands fine fitting, good shoes 


W E have an opportunity at this particular moment to 
start a campaign to sell this idea and thought to the shoe 
men of America, for the average shoe man looks upon 
white shoes as cheap shoes. Naturally that thought 
has been passed along to the public. 


We are today facing a national psychological condi- _ 


tion in regard to white footwear that is costing the 
shoe industries millions of dollars a year in volume sold. 
We want you for a moment to think what it would 
mean to our industry if we could raise the average 
price of white shoes sold this season $1 a pair. And 
there is not a reason in the world why it could not 
be done, other than. the fact that everybody in the indus- 
try as well as the buying public just do not happen 
to think that way—they have not been taught anything 
different. 


WE would be doing the public a marvelous service 
to sell them better white shoes, a service from an 
economical standpoint and certainly a very wonderful 
service orthopedically. 

We believe right now that the average dealer will 
see the validity of this argument and will be interested 
to the extent that in another season his reaction in buy- 
ing white shoes will be different. Then we believe at 
the beginning of the next Summer season the industry 
as a whole, or at least that part of it that is interested 
in raising the standard of this type of merchandise, 
should inaugurate a campaign to the public bringing 
home to the men and women of America the facts out- 
lined above—that white shoes should, if anything, be 
the finest shoes of the entire wardrobe. 





New Department 

Compton, Cat.—The Dunlap Department Store re- 
cently established here, has as one of its major depart- 
ments a line of shoes for men, women, and children in 
medium prices. 











New 


IN STOCK 


FRENCH, SHRINER & URNER’S 
All-Sport 


ott ee 
oe Fs Ka! 





= ©, 





Oxford 


“HEIGH-HO” 


Style 201: All white Elkskin. 

202: All brown Elkskin. 

Style 204: White Elkskin, brown saddle. 
"205: White Elkskin, black saddle. 
"206: Dark smoke Elkskin, brown saddle. 


ALL MODELS with ENGLISH CREPE SOLES 


wholesale price ‘3 





$650 


(Less than 3 pairs 25¢ extra per pair) 
Prices Subject to Change Without Notice 


FRENCH, SHRINER & URNER 


63 Melcher St., Boston, Mass. 


STYLE 167 
White Buckskin with 
brown wing-tip, 
leather soles. 

STYLE 168 
White Buckskin with 
black wing-tip, 
leather soles. 


STYLE 199 


All white wing-tip 
Buckskin with black 


leather soles. 


wholesale 
price 





$650 
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An important advance in the art of good shoemaking is the 
introduction of a unique feature in the manufacture of lasts. 


A recess, the same depth as the thickness of the innersole, is 
cut into the bottom of the last at the shank. After the innersole 
is tacked in position, the edge of the innersole is flush with the 


edge of this recess. 

When the upper is pulled over the last it can now be brought 
“down to the wood,” to fit as tightly and as smoothly at the 
shank as it does at any other part of the last. 

The shoe made on this last fits the foot snugly without an air 
pocket under the arch. 

The close fit made possible by “Down To The Wood” lasts gives 
added style and comfort to the finished shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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AN IMPORTANT CONTRIBUTION 
TO IMPROVED SHOEMAKING 


[A] The Saddle Insole has become an important feature 
in the construction of several makes of arch support shoes. 


[B] The use of the “Down to the Wood” principle in last 
design has contributed materially to the effectiveness of 
samy this feature. The last is grooved so that the insole saddle 
~~ fits perfectly into the recessed section of the last. 
[¢] By the use of this method the saddle fits closer and 
more snugly to the foot and gives added support. Unless 
this method is used the saddle has to be skived so thin 
in order to preserve the lines of the last that it is of no 
practical value in the shoe. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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The Pedicharm Shoe 


FASHIONABLE—CORRECTIVE 
AAA-D 


IN STOCK 
A Large Assortment of 
Beautiful and Latest Pat- 
terns in Diversified 
Leathers 
To Retail at 44 and #55 
See Our Smart Summer Styles 


LAZARUS FRIED & SONS, INC 


118-120 DUANE ST. NEW YORK CITY 






No. 4640 
In White Kid and Black Kid 
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MIAMI SANDAL 
IN-STOCK 


WHITE STITCHING AND 


STIT iG AND PIPING 


PATENT LEATHER — 
PIPING 
‘CHIN! 
STITCHING AND PIPING 
STITCHING 


WHITE LS oak td 
\—WHITE 





WHITE SATI 
GREY DOESKIN PASTEL BLUE 


PIPING 
PASTEL BLUE DOESKIN—WHITE STITCHING 
PINK DOESKIN—WHITE STITCHING AND PIP- 


RED DOESKIN—WHITE STITCHING AND PIPING 
CANARY DOESKIN—WHITE STITCHING AND 


PIPING 
WHITE DOESKIN— WHITE STITCHING AND 
GOLD PIPING 








HIGH AND CUBAN HEELS 
PRICE $1.60 s~, 10 pays 


J. WEISS SHOE CO.., Inc. 


DUANE ST. 
NEW YORK CITY 
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CONSULT 
THIS NEW YORK MARKET 
SECTION FOR FAST SELLING, 
POPULAR PRICED SUMMER 
FOOTWEAR 





ALL TYPES OF FOOTWEAR IN-STOCK 
FOR IMMEDIATE DELIVERY 







BOOT AND SHOE RECORDER, June 2, 193.5% gOOT 


“THE RAGE” 


IN-STOCK 


3813—WHITE KID 
3786—BLACK PATENT 


‘1.90 


B. FRIEDMAN SHOE Co., INC. 
109 READE ST. ‘ NEW YORK ¢ LEVE 
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*“THE OXFORD” e eee 


A CURRENT REPEATER EVERY SEASON 


ALWAYS IN DEMAND 
“CompQ” MADE AT 1.90 








« A—C: . WHITE KID.. 
< 4—8  .. WHITE BUCK. 

Se .. KAFFA KID.. 
"aac eo" ’ BROWN CALF .. 


Black and White Buck Oxford 
Brown and White Buck Oxford 


145 DUANE STREET 


Also 
“THE FRIENDLY HOUSE” 
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Lion Sxoe Go., Inc. 


NEW YORK CITY 





S MART SumMER SHoEs 


Popular Priced Retailers 
FOR IMMEDIATE DELIVERY 
FOR MEN, WOMEN AND CHILDREN 
IN THE 















































NEW YORK WHOLESALE 7 
SHOE MARKET 
* Mad 
SIZES 
HOW TO REACH THE NEW YORK SHOE M 
104—Bls 
We hope you will |—TIMES SC Ki 
consider thisacordial FZND STREET 103—-WI 
invitation to call on STATION a 
any of the market . 
establishments. The 34 105—Bla 
market is very easily 4 ae 
reached from any 
part of New York. 106—Re 
From Times Square To 
or Pennsylvania Sta- 
tion, take the Broad- 110—Gre 
way-Seventh Avenue x Kic 
I. R. T. express to a 
Chambers Street. 7 109—Blu 
From Grand Central at Toe 
Station take the Lex- 
ington Avenue ex- 
press to Brooklyn WASHINGION ’ 
Bridge. If you take al 100—Sils 
the B. M. T. Subway, e 101—Sils 
get off at City Hall - 
Station. From 42nd be 102—Gol 
Street and Eighth 
Avenue take the new 
Eighth Avenue Sub- 
way express to 
Chambers Street 
Station. The great 
wholesale shoe mar- 
ket is but a block 
or two from any of 
these stations. 
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E» THE SARATOGA | PREWELT VALUE..... 
| Write Immediately for Our TAKING THE COUNTRY BY STORM 


PROFIT MAKING TAN SIZES 3-6 


FULL STRIPPING 7 5 c 





















































NT SANDAL 
82D 10 na SIZES 612-8, $1.00 
a - 
PATENT LEATHER SOLID LEATHER SOLES PATENT LEATHER 
NC WHITE KID WHITE ELK AND COUNTERS WHITE ELK 
¥ COFFEE ELK ; : : 
IPRSEY ELK WRITE FOR SAMPLES XFQRDS & SANDALS 


«OM LEVEY BROS. SHOE CO. ‘tt'¥8h'S" H MORRIS SHOE CO., INC., “tare sey 
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a SAKS PRESENTS— 
HE “JEWELED” SANDAL 


IN-STOCK 


The Season’s Smartest Evening Shoe 
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Made on Special Sandal Lasts in Half Sizes 


SIZES 3 TO 8 MEDIUM WIDTH 


104—Black Satin—White Crystals—Black Satin Sock Lining—Silver 
Kid Toe and Heel—$3.25 


103—-White Satin—Multi-Colored Crystals—White Satin Sock Lining 
—Silver Kid Toe and Heel—$3.25 


105—Black Satin—Multi-Colored Crystals—Black Satin Sock Lining 
—Silver Kid Toe and Heel—$3.25 


106—Red Satin—Red Crystals—Red Satin Sock Lining—Gold Kid 
Toe and Heel—$3.25 


110—Green Satin—Green Crystals—Green Satin Sock Lining—Gold 
Kid Toe and Heel—$3.25 


109—Blue Satin—Blue Crystals—Blue Satin Sock Lining-—Silver Kid 
Toe and Heel—$3.25 





No. 104 





100—Silver Kid—White Crystals—Green Satin Sock Lining—Silver Kid Toe and Heel—$4.00 
101—Silver Kid—Multi-Colored Crystals—Green Satin Sock Lining—Silver Kid Toe and Heel—$4.00 
1022—Gold Kid—Multi-Colored Crystals—Green Satin Sock Lining—Gold Kid Toe and Heel—$4.50 


z SAMPLES ON REQUEST 


M. J. SAKS SHOE CORP. 


152 DUANE STREET NEW YORK CITY 
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WILL CLEAN THEM/ 
Shop the Mar. 
Under one roof... 
of the shoe industry’s leading man. 
ufacturers.. . . easily accessible y 
retailers and buyers, who, in one 
rene 
The coming season’s ‘outstandin, 
shoe styles are on display now at 
the Shoe Buying Centre in New 
York .. . the crossroads of th 
= and beihoenict al 
Cleans WHITENS 
in one simple operation d 
Sto1 
P ' aa 41 “i. 
AMERICAS LARGEST SELLING WHITE SHOE CLEANE! The BEST BUY" in Ps 
Now being ADVERTISED NEW YORK HOTELDOM || = 
ow veing JX COMBINATION of every = 
! thing you desire in a hotel at = 
to MILLION S! amazingly low rates—perfect lo- Tw 
amma cy 5c cation in the heart of Times N 
ORDER “EXTRA PROFIT” DEALS TO- Square . . . adjacent to all diffe 
DAY from your WHOLESALER. Saetnes =e: Panag York's newest - 
otel . . . extra large rooms— 
FREE GOODS OFFER EXPIRES on many windows—large closets— “a 
JUNE 15 comfortable furnishings. y 
1000 ROOMS 1000 BATHS pis 
FREE GOODS OFFER 1000 RADIOS pr 
LIST PRICE $2.00 per dozen on t 
NO FREE GOODS IN LESS THAN 3 DOZEN LOTS Rooms from $9.50 a day is 
5 des. Los @ tes FREE (1 CASE) oer Garage Opposite Hotel hibi 
6 doz. Lots @ $ ... $11.40 T 
12 ere FREE (2 CASES) Ast 
Pept: Sat ifn FREE (4 CASES) cated O | S Oo N ae 
tion 
: HOTEL ED ce 
DOUBLE . YOUR . MONEY 
47th Street just West of Broadway Rog 
National Distributors New York an 
Walter Janvier, Inc. New York, N. Y. ay eee = 
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Sportshoe Week Window 


New York, N. Y. — The Stetson 
Stores in Manhattan cooperated in 
Sportshoe Week promotion by giving 
the Boot & SHOE RECORDER poster much 
prominence in their window displays 
from May 22-29th. The poster, “blown 
up” to a good size, formed the main 


background decoration; while a few 
golf clubs and tennis rackets attractive- 
ly arranged throughout the sport shoes, 
rounded out the display. G. L. Harger, 
manager of the New York City shops, 
reported very satisfactory returns from 
this endeavor. 





Two National Shows in January 


New YorK—Ffforts to reconcile the 
differences of the National Boot and 
Shoe Manufacturers’ Association and 
the National Shoe Retailers Association 
on a style show policy came to naught 
when a conference, held here May 24, 
to consider the possibilities of a joint 
showing in January, 1935, failed to 
reach an agreement. The manufac- 
turers’ association and other associa- 
tions of the industry have been at odds 
on this issue since the former obtained 
a ruling in its code which prohibited 
producers from paying a fee for ex- 
hibiting at a retailers’ style show. 

The conference, held at the Waldorf- 
Astoria, was attended by John J. 
Holden, managing director of the Na- 
tional Shoe Retailers Associations; by 
J. Otis Ball, manager of the Boot and 
Shoe Manufacturers Association, and 
Roger A. Selby, president of the asso- 
ciation and chairman of the Code Au- 
thority for the Boot and Shoe Manu- 
facturing industry. 

Following the conference, it was 


learned that the retailers had been in- 
formed that the manufacturers were 
unwilling to modify their code so as to 
permit payment of a fee by their mem- 
bers for the privilege of exhibiting. 

The result, it was stated, will be the 
staging of two style shows on the same 
dates, January 6 to 9. The manufac- 
turers’ event will be held in St. Louis, 
while the retailers’ show will take place 
in the East, probably in New York 
City. 


Good Sales Gain 


MiaMI, Fta.—The French Boot Shop 
report an increase in business during 
the first four months of 1934 of 50 
per cent over that of last year. Ladies’ 
shoes are handled exclusively. White 
continues to lead, with ties and pumps 
running about 50-50. About 20 per 
cent of sales are white with navy trim; 
white and brown being just about as 
popular. White and black is dead. 
Leather heels are good. White sandals, 
in the better grades, of conservative 
type, continue to be a good number. 


Employment in April 1934 


WASHINGTON, D. C.—A further ex- 
pansion and factory employment and 
payrolls was recorded in April by the 
manufacturing establishments reporting 
to the Bureau of Labor Statistics of the 
United States Department of Labor. Be- 
tween March 15 and April 15, employ- 
ment increased by 1 per cent, and pay- 
rolls rose by 3.9 per cent. 

These gains brought the Bureau of 
Labor Statistics’ index of factory em- 
ployment for April, 1934, up to 82.3, or 
to the level that prevailed in December, 
1930. The April index of factory pay- 
rolls rose to 67.3, and marks the highest 
point recorded since June, 1931. These 
increases are particularly significant, be- 
cause of the fact that employment and 
payrolls usually decline at this time of 
the year. 


DATES TO REMEMBER 


California Shoe Retailers’ Convention—St. 
Francis Hotel, San Francisco, Cal., 
June I1, 12, 13 
Pacific Northwest Shoe Retailers’ Conven- 
tion—Olympic Hotel, Seattle, Wash., 
June 18, 19, 20 
Boston Shoe Fair, Displays in Hotel Stat- 
ler and Copley-Plaza. 
National Convention Shoe Whole- 
salers, 
General Convention N. E. Shoe Re- 
tailers, 
Directors Meeting N.S.R.A., 
Harbor Outing, Boston Shoe 
Travelers Assn., 
All at Boston July 9, 10, 11 
New York State Shoe Retailers’ Annual 
Convention, Hotel Statler, Buffalo, 
Sept. 9, 10, II 
National Industrial Stores Association 
Annual Convention, Wm. Penn Hotel, 
Pittsburgh, Pa. .......... Sept. 10, 11, 12 
National Shoe Retailers Association An- 
nual Convention (city to be announced 
later) Jan. 6, 7, 8, 9, 1935 
National Seasonal Opening, National 
Boot and Shoe Manufacturers Asso- 
ciation, St. Louis, Mo. ...Jan. 7, 8, 9, 1935 
Middle Atlantic Shoe Retailers Associa- 
tion (city to be announced later), 
Jan. 21, 22, 23, 1935 
Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
~ Rapids Jan. 20, 21, 22, 1935 
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New York Office 


705 Marbridge Bldg. 
* Wisconsin 7-8962 


Moving is completed, our new set-up is working 
and our stock department is ready to promptly 
take care of your needs. 


Our style No. 
able in the new Rainbow Cloth, as 
well as White and Smoke Elk, at 
the same prices. 


Infants’ ......... $1.10 , 

er 1.20 * * 
Misses’ .......... 1.30 * 

Grow. Girls’ .... 1.56 





* 


to our many friends whose volume of business 
has made it necessary for us to increase our 
factory space fifty per cent. 


urge those of our accounts who 


have bought our sandals, illustrated here, to 
continue to use our “‘in-stock”’ service to size up 
regularly during the season, for maximum sales 














6450 is now avail- 


* 


SWAN SHOE CO., Ine. 


Manufacturers, Baltimore, Maryland 


Chicago Office Los Angeles Office 


209 S. State St. 218 E. Eighth St. * 
Harrison 5050 Vandike 2735 








Good Sport Shoe Window 
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AKRON, OHIO—A very effective set- 
ting is this window display of sport 
shoes by Mr. Hirschfeld, display man- 
ager of the Nunn-Bush Shoe Depart- 
ment at Walker’s, Inc. 

The card in the window reads “Sport 
Shoe Time Is Here Again! Nunn- 
Bush Shoes Lead in Correct Styling 
for the Biggest Summer Sportwear Sea- 
son. Prices $6.75 to $10.” 

According to R. A. Cooper, manager 
of this department, pigskin is selling in 
large numbers, because it is washable 
and different from the average sport 
shoe. 


Handmade Shoe Display 


DETROIT, MicH.—Detroiters got a 
new thrill last week from seeing shoe- 
making actually in progress—right on 
Woodward Avenue. The front window 
of Fyfe’s store, center of Detroit’s shoe 
interest by the very size of the institu- 
tion, was used to house a shoemaker at 
work, on men’s handmade shoes. Steven 
J. Jay, manager of the men’s depart- 
ment on the first floor, tells the story: 

“We have found a new interest in 
higher-priced shoes in recent months, 
and we decided to capitalize it. Old 
customers who bought the high-priced 
shoes began to come in and ask us about 
prices, a little about styles. These shoes 
just have not been selling since the 
lamented year of 1929. But we had 
enough confidence in the genuineness of 
these queries to go ahead and have the 
shoes made up. 

‘““‘We put the shoemaker in the win- 
dow for a week, and have had him in 
the center of the first floor department, 
where everyone who enters the store 
must see him, for three days since. 
Youngsters and old folks alike stopped 
to watch him work. The demonstration 
has proved such a success that we will 
repeat it in a short time again. 

“Fyfe’s -regards this demonstration 
as merely another proof of our cor- 
rect stand in continuing to sell quality 
shoes. We have sold a considerable 
number of pairs as a result—a very 
substantial increase in business in this 
line, solely as a result of calling atten- 


tion to the product—which was wholly 
dormant before. 

“The price of these shoes was twenty 
dollars—and sales in that class mean 
something in men’s shoes. 

“Most important of all, it showed peo- 
ple that there was something more to 
shoes than just throwing them together. 
A shoe is an assembled product, requir- 
ing skill and craftsmanship, to those 
who saw that window. Its educational 
importance is great. And, the interest 
and benefit to the store applies to every 
customer who comes into the store to 
buy, from the lowest priced shoe up, 
not only to those who want twenty 
dollar shoes—because they realize more 
about shoé construction now.” 





Campus Dept. a Success 


Los ANGELES, CAL.—A specialty shoe 
department for university girls, on the 
third floor, has proved successful in 
the May Company’s Los Angeles store. 

Sport shoes and sandals are espe- 
cially featured. 

Lee Martin, formerly manager for 
I. Miller at Kansas City, is manager. 

The success of the department is due 
to the individual and personal service 
that it is possible to give. The wuni- 
versity girls know they can go to one 
place in the store and not have to shop 
all over a store with as many as 10 
floors and covering nearly a whole city 
block. The gain in sales has been in 
the leaders already mentioned, accord- 
ing to Leonard Gorman, head of stocks. 

















BOO 


vided 
whic! 
end | 


closet 

Cer 
tion | 
open 
up h 
exam 
the v 
“The 
we a 
count 
open 


Paci: 


SE, 
Shoe 
Olym 
this 3 
mativ 
meml 
the | 
chair 
“Eve 
ton, ( 
be he 


vario 





BOOT AND SHOE RECORDER, June 2, 1934 


Striking New Shop at New Haven 


NEW HAVEN, CONN.—The new store 
of Samuels Shoe Shop, formerly known 
as the Arch-Aid Shoe Shop, now 
located at 151 Temple Street, has been 
laid out and decorated in conformity 
with the salon theme by Martin H. 
Samuels, proprietor. The store is di- 
vided into three sections, an entry in 
which are located distinctive showcases 
end a hosiery counter, the fitting room 
and the stockroom in the extreme rear. 

All stock is kept in the concealed 
rear room. Chairs and fitting stools 


are of modernistic type, as are the il- 
luminated showcases. Customers enter- 
ing the store receive the impression 
that the store is much larger than it 
really is, due to the divided effect. Show- 
cases back up against the half partitions 
at each side of the front room. The store 
features the Arch-Aid line, the Can- 
tilever line for women and Physical Cul- 
ture for children, the latter two being 
recent additions. Mr. Samuels has been 
a shoe retailer in New Haven for 11 
years. 





Fyfe Store Being Altered 


DETROIT, MIcH.— The main floor of 
R. H. Fyfe and Co. is being altered this 
week, with an entire new layout. Lounge 
type effect is being sought in this de- 
partment, which houses the men’s de- 
partment. The two hosiery counters at 
the south entrance are being moved in 
closer. 

Center display cases of glass construc- 
tion are being replaced by modern new 
open cases, where the customer may pick 
up his favorite model on display and 
examine it. “Glass is too cold,” in the 
the words of Steven J. Jay, men’s buyer. 
“The open counter is more intimate, but 
we are not going to have any bargain 
counter effect. The ultimate dignity in 
open display is being established.” 


Pacific Northwest Convention 


SEATTLE, WasH.—‘“The Northwest 
Shoe Convention, which meets at the 
Olympic Hotel in Seattle, June 17 to 20 
this year, will offer a thoroughly infor- 
mative and entertaining season to the 
members of the retail shoe business of 
the Northwest,” says Carl Douglas, 
chairman of the Publicity Committee. 
“Every live shoe merchant in Washing- 
ton, Oregon and Idaho is expecting to 
be here for the convention and we’re 
preparing for a big crowd. 

“There’s going to be a ‘new deal’ for 
the grip-toters, too. We expect to be 
host to approximately 100 salesmen of 
various lines of shoes and—here’s the 


break—there will be no registration 
charge for these boys. All it will cost 
them to attend will be their regular hotel 
and living expenses. Sixty of them have 
already signed on for the convention, and 
we know the rest won’t be far behind. 

“The serious business of the conven- 
tion will, of course, be devoted to the 
éll-important business of new styles and 
their merchandising during the coming 
season. Style trends and all of fashion’s 
new quirks will be thoroughly and cap- 
ably discussed, interpreted and exhibited 
by a number of well-known shoe stylists. 
No up-and-coming shoe merchant can 
afford to miss this advance information 
which will enable him to go out and lick 
the ever-present problem of ‘what are 
they going to wear’ and ‘how am I going 
to sell it to them?’” 


Has Air-Conditioning System 


NEw ORLPANS, La.—An.air-condi- 
tioning system has been installed in 
the Allen Women’s Shoe store, and now 
is in operation. According to engi- 
neers who installed the machinery for 
cooling, washing, and filtering the air, 
an equivalent of 4000 Ib. of ice is 
used daily in the operation of the air- 
conditioning system. Installation of 
the air-conditioning system, say store 
officials, makes complete in every de- 
tail the modernization of the Allen 
Women’s Shoe store. Furnishings are 
in the latest modernistic design and 
the lighting fixtures are attractive and 
unusual. 
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Don’t Miss Sales 
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Our Stock Depart 


for lack of sizes in cool shoes for hot weather. 


Acaglim mocs 


ment gives you quick service. 


The smartest styles in young women's sport shoes. 
#756—A!l White Crushed Calf, Leather Sole, 12/8 


Leather Heel and Top, 


We illustrate a smartly styled walking oxford, made over a com- 


fortable fitting last. 


Show it in your trim and watch your sales 


5/9 AAA-AA—4/9 A-B 


$9.85 


volume take on added pep! 


line 


showing complete 


Catalog 


“Smoothies” 


THE ONLY EXCLUSIVELGOODYEAR_WELT ORGANIZATION IN THE ST. LOUIS DISTRICT 


request 


Central Terminal Bidg- OT. LOUIS MISSOURI 


sent 


THE JUVENILE SHOE CORPORATION OF AMERICA 








TO RETAIL AT $6 TO $6.50 


NOW —a pegged shank shoe in the popular price 
range! 

Here’s another of the selling features found in the 
RACINE SHOE, which aids every merchant handling 
these fine shoes for men to completely service his 
clientele, in both style and foot comfort. 

Pegging holds the mould of the shank and prevents 
sagging in the arch. The inner sole is moulded to 
support the metatarsal arch. 


NINE IN-STOCK 
STYLES 
at your service. 


Write or Wire 


RACINE 
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CNow - NATIONAL ADVERTISING 
to 2,000,000 families 
will build your sales of 
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“ 10,000,000 Advertisement; 


in 5 Big Magazines 
during 1934 


There is NO SUBSTITUTE for WALK-EZE 


Only stocking protectors made under the WALK-EZE PATENTS lock on 
the heel, eliminating all chafing and rubbing. Only these protectors are 
made of KEMISUEDE—the patented material that can be washed in 
soap and water. WALK-EZEs are fully protected by U. S. and Canadian 
patents. 


“a “a 
Now -" TU-TONED” and REVERSIBLE 
In addition to regular CHAMPAGNE color WALK-EZEs, you can now 
offer the REVERSIBLE TU-TONE WALK-EZE—Maltese shade on one 
side, Nutmeg on the other —to harmonize with all shades of hosiery and 
shoes. Boxed in colorful, 12-pair counter display cartons. 
ORDER FROM YOUR NEAREST WALK-EZE JOBBER 
or write 
ONONDAGA HIDE & LEATHER CO., Inc. 
242-244 Wolf Street Syracuse, N.Y. 





SHOE MANUFACTURING 
COMPANY 


RACINE wiscon stn 














Enlarges Shoe Dept. 


Waite Puains, N. Y.—For the fourth 
time in the four years the store has 
been operating, the White Plains branch 
of B. Altman & Co. has found it neces- 
sary to enlarge its shoe department. 
Space has been doubled in the latest 
expansion, and the department moved 
from the front to the rear of the sec- 
ond floor. 

The children’s section has been great- 
ly enlarged and Budget Shop shoes, for- 
merly carried on the first floor, consol- 
idated with the main department, 
which carries regular lines of women’s 
shoes ranging in price from $10.50 to 
$18.50. 

Since the White Plains store opened 
four years ago, the shoe volume has 
grown steadily, according to Richard 
A. Barnes, department manager, who 
has been here since the opening. In the 
new set-up, all stock is concealed. The 
stock, incidentally, has been greatly en- 
larged. 

With the increased space, much 
greater emphasis will be placed on 
children’s shoes. 


New Department 


Los ANGELES, CAL.—Roy Furstman 
is the manager of the shoe department 
in the new Eggers & Linesch store at 
4511 South Broadway. He was for- 
merly in the Rosslyn Shoe Store at 
Huntington Park. A popular price line 
of shoes is carried. 


RUBBER RISES 


Rubber futures rose 100 points in New 
York the first of the week, touching the highest 
level in four years, and 1356 lots (50 tons each) 
being traded in during one day, which was 
trading of record proportions. The signing of 
the five years rubber program at the Hague 
was the cause of this rise in rubber. 


Segregated Slipper Section 


Los ANGELES, CAL.—Slipper sales 
have been increased in the big first floor 
shoe department of the May Co.’s store 
here by setting up a separate section 
on the opposite side of the main traffic 
aisle from the Broadway entrance. The 
department proper skirts this aisle at 
the left for nearly half a city block, but 
the general public was not fully aware 
of the wide selections offered in slip- 
pers and sandals until a separate sec- 
tion was planned which features them 
in elaborate show-case and open dis- 
plays. “We have had to educate the 
women away from thinking that open 
sandals belonged only in pajama sec- 
tions of specialty departments,” says 
Leonard Gorman, head of stocks, “and 
this plan has done it.” 


To Open Shoe Dept. 


Boston, Mass.—The R. H. Stearns 
Company announces that about Aug. 1 
they will open a woman’s shoe depart- 
ment on the second floor of their store 


at 140 Tremont Street. This will be 
the first time in the history of the 
company that shoes have been carried. 
In charge of this department, which 
will be owned and operated by the firm 
and will not, as has been rumored, be a 
leased department, will be Melvin 
Brown, who served his apprenticeship 
with Best & Company of New York 
City. High-grade footwear, ranging in 
price from $10 up, will be carried. 


New Department 


SANTA Monica, CAL.—C. W. Smith, 
who has been conducting an orthopedic 
shoes service in Los Angeles, is the new 
head of the orthopedic department in 
the Vogue Shoe Co. The store has been 
enlarged 40 per cent to make room for 
this department and for a novelty shoe 
department recently added. Mr. Smith 
advertises his work by placing a pair of 
balance scales in the window which show 
that his hand-made supports always 
weigh less than two ounces. This stunt 
is a business-getter, he says. 


New Bluefield Store 


BLUEFIELD, W. VA.— Ellett’s Shoe 
Store opened here recently, carrying a 
complete line of shoes for the entire 
family with the Star Brand featured. 
The store has been most successful 
since the opening of a few months ago 
and the management looks forward to 
an active selling season. W. E. Meachum 
is in charge. 
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Features Two Scotch Winners 
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All white deersketi wing-tip brogue, with 
new bold pertorations. Note the smart nar- 
row custom tor with square effect. Rocker 
last, leather soles and McAfee rubber heels 


$6.75 





A new custom saddle brown Norwe 
@an call extord with stow leather soles 
and large nveted spikes Also natural 


crepe voles and heels, $6.75 
__ a 





Smart new white deerskin spurts ox 
foad with can call erm and MeAtee rub 
Ber. heely.Made eaclusively tor us by a 


fathous Scortish house, $12.50 











Highlights of Our Colleetion 


rt Summer Shoes 
e, ee 





FIFIM FLOUR 


s 







All white buckskin, built on smart new 
custom last, leather soles and heels Also 
ith black — Russia calt, wing 


mil $6.75 


$ 


Made mm Scotland—tine brown grain 
on golt shoe, with ex- 

clusive nun skid rubber corrugations. 
The most flexible golt shor we have seen. 


$12.50 


All white buckskin oxtord.Tor geridral 
sports wear=easy co clean, flemble bhick 
Duples cap soles, spring hebl and var- 
mished edges Ideal tor deck wear 810 











JOHN WANAMAKER 


NO. 1 BROAD STREET 


PHILADELPHIA, PA 





aw 








John Wanamaker’s men’s store ad- 
vertises two distinctive Summer shoes 
made in Scotland. One is (quoting the 
announcement) “A fine brown grain 
double construction golf shoe with ex- 
clusive non-skid rubber corrugations. 
An extremely flexible golf shoe. 


Se 


The other is “a smart white deerskin 
sports oxford with tan calf trim and 
McAfee rubber heels. Made exclusively 
for us by a famous Scottish house.” 

Both shoes were specially designed by 
Wanamaker’s, and retail at $12.50. 





Fitting the Inner Arch on the 
"Down to the Wood" Principle 


Real improvement has been made in 
fitting snugly the inside arch of the 
foot. The use of the “Down to the 
Wood” principle in last design has con- 
tributed materially toward better fit- 
ting shoes, because the upper is brought 
snugly down to the wood in the inside 
shank. 

This is accomplished by a groove or 
depression in the shank portion of the 
bottom of the last, into which the insole 
of the shoe fits perfectly before the 
shoe is lasted. The use of this meth- 
od has gone far beyond the experi- 
mental stage. A number of representa- 
tive manufacturers. have now adopted 
the plan, and some of the largest and 
best shoe retailers in the country, who 
are insisting that their shoes be made 
over this improved last, have found it 
to be a great assistance in fitting shoes 
to their customers more perfectly. 

Prior to this invention, numerous 


attempts had been made to eliminate a 
pocket in the shank, one of the common 
methods to skive the edge of the insole, 
but this method is really a compromise, 
and has often been the source of shoe- 
making difficulties because it weakens 
the insole at a very important part of 
the shoe where the full strength of the 
materials is essential. Manufacturers 
do not have to buy new lasts in order 
to adopt this improvement. At a very. 
small cost for alteration, their present 


lasts can be changed. so as to incorpo- | 


rate this feature. 





New Bullock Department 


Los ANGELES, CAL.—A new popular 
price shoe department has been added 
to the basement stores of the Bullock’s 
department store here. The depart- 
ment is especially featuring right now 
a line of shoes at $2.95. The new de- 
partment completes the range of shoe 
prices in the Bullock’s stores from the 
lowest to the highest. 
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IN STOCK 


Men’s Popular Priced 
RETAILERS 


SPORT AND DRESS 


Write for illustrated folder of complete line 





“The Piccadilly’’ 


Style No. 7213—Men’'s. 
White Buck and Black 
Calf Bal Oxford. Leath- 
er sole and heel. 

Style No. 8213—Same 
as above in White Buck 
and Brown Calf. 









IN-STOCK 
A, B, C & D Widths 
$3.15 


Excelsior’s line of Men's and Boys’ 
shoes have long been known for style, 
quality materials, excellent workman- 
ship, and accurate fitting lasts. An 
efficient in-stock department aids the 
merchant who features Excelsior foot- 
wear in attaining a faster ratio of turn- 
over, and a more profitable business. 


BOYS’ SMART STYLES 
in the popular priced 
range. Complete illus- 
trative folder on re- 







No. 438—White 
Nubuck bal ox- 
ford, leather sole 
and rubber heel. 
Times Square last. In stock B, 
C and D widths, price $2.55. 
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FXCELSIOR 


SHOE COMPANY 
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Portsmouth, Ohio 





















OP OO ee? 


WHERE TO BUY 
Men’s Shoes 
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EAST WEYMOUTH. MASS.U-B.A. 
AS 
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WHERE TO BUY 


Riding Boots 
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JUSTIN BOOTS 
Famous Since 1879 


A COMPLETE LINE OF STY! 
STOCK AND CUSTOM MADE 


Riding, Cowboy and Lace Boots 
Write for Catalog X 


H. J. JUSTIN & SONS, 
POR 


Inc. 
T WORTH, TEXAS 












This interesting window featuring Jai Alai 
shoes is getting lots of attention from Broad 
Street strollers who pass John Wanamaker's 
men's store in Philadelphia. The theme is 
"Jai-Alai shoes, ideal for tennis, $4.50." In 
the center is an actual Cesta, or racquet, a 
sort of wicker spoon with gauntlet attached. 
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Jai Alai Shoes Shown in Wanamaker'’s Window 





June 2, 










Two photographs, one picturing players in 
action, the other a group of contestants, add 
atmosphere. Ten pairs of Jai Alai shoes in 
various styles are attractively displayed. The 
necessary tie-up with tennis is attained by 
several racquets and balls, effectively placed. 
















LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 


Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 
Geist Catalog 
R-7 on Request 
COLT 
CROMWELL Co. 


1239 Broadway 
New York City 














George Rule Visits Factory 


St. Louis, Mo.—George Rule, Pacific 
Coast representative for Wolff-Tober 
Shoe Manufacturing Company, also 
Carmo Shoe Manufacturing Company, 
has been spending the last three weeks 
at the Wolff-Tober factory working on 
new samples and making plans for the 
Fall season. Mr. Rule will be back in 
his territory June 1. 


N.E. Representatives Appointed 


MILWAUKEE, WIs.—Albert Trostel & 
Sons Company, prominent Milwaukee 
tanners, announce the appointment of 
the Northwestern Leather Company, 
Boston, Mass., who will sell the com- 
plete line of Trostel leathers through- 
out the New England territory. 











Adds Four Salesmen 


The Moulton-Bartley Company, St. 
Louis, announces the addition of four 
new men to their sales force: E. H. 
(Bob) Moody to cover Oklahoma and 
Texas; Charlie Caldwell, southeastern 
states; Paul Shatto eastern Pennsyl- 
vania, Maryland, Delaware and part 
of Virginia; and Stewart Farnham, 
parts of New York and New England. 

The older members of their sales force 
consist of the following: Frank Butter- 
worth, West Coast; Sewell Williams, 
Alabama, Mississippi, Louisiana and 
Arkansas; J. H. McLin, Kentucky, Ten- 
nessee, Indiana and southern Illinois; 
G. E. Lippman, Missouri, Kansas, Ne- 
braska and northern Illinois; W. R. 
Fallansbee, Wisconsin, Minnesota, 
North and South Dakota and Iowa; C. 
O. Shatto, Pennsylvania and the cities 
of Washington and Baltimore; B. K. 
Farnham, Néw York and New Eng- 
land; G. W. Morgan, Ohio, West Vir- 
ginia and Michigan. 


Bringardner Joins Vitality 


St. Louis, Mo.—The Vitality Shoe 
Company announces that M. P. Brin- 
gardner has become a member of their 
sales force, covering the states of In- 
diana and Michigan, succeeding Harry 
Springgate. 

Mr. Bringardner enjoys a diversified 
record of accomplishment in the shoe 
business. For a number of years he 
traveled in the northwest territory for 
the Riley Shoe Company. Later he 
joined the merchandising staff of the 
Roberts, Johnson & Rand Shoe Com- 






pany, which brought him in frequent 
contact with buyers throughout the 
country. 

During the past three years he has 
been with the Hoge-Montgomery Com- 
pany, handling sales and styling. He 
now returns to International’s Vitality 
division. 


White Suedes Popular 


Los ANGELES, CALIF.—Suedes_ in 
white are selling well in the Innes 
Shoe Company’s store, the appeal com- 
ing from the fact that they can be 
reading tinted, introducing a style note 
without going into big money, accord- 
ing to James McGiffen, manager. 





European Shoe Buyer Here 


es NEw York, N. Y. 
; —E. Stibble, who 
is director in two 
of the largest shoe 
wholesale houses in 
Europe, namely 
Block & Voorburg- 
wal, of Amsterdam 
and the Shoe Im- 
porting Co. (Sico.), 
of Brussels, is in this country on a buy- 
ing trip. When seen at the Waldorf- 
Astoria Hotel where he is stopping, he 
told of his long acquaintance in the 
States. When he was 17 years old he 
worked in Philadelphia in the old Per- 
kins & McNeely tanners. For the past 
30 years, Mr. Stibble has been the rep- 
resentative of the United States Rub- 
ber Co. in Holland. He is returning to 
Holland June 9th. 





E. STIBBLE 
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To Style Shoes for Playfolk 


New YorRK — Harry Stern, well- 
known Broadway shoe man, who for- 





HARRY STERN 


merly operated the Stern and Tannen- 
baum Shoe Salon at 48th Street and 
Broadway, has joined the Ansonia De 
Luxe Shoe Shops, Inc. Mr. Stern will 
be in charge of the theatrical depart- 
ment, it was announced by A. Unger, 
president of Ansonia. 

Mr. Stern enjoys the reputation 
among theatrical stars of creating in- 
dividually styled shoes. Barbara Stan- 
wyck, Ruby Keeler, Hope Hampton, 
Fanny Brice and Ann Pennington are 
among the stars whom he has outfitted 
with footwear. In addition, Stern and 
Tannebaum created shoes for many 
Broadway productions, including Earl 
Carroll’s Vanities and Lew Leslie’s 
Blackbirds. 


May Co. Changes 


Los ANGELES, CAL—R. J. Hearne, 
formerly buyer for Daniels & Fisher, 
Denver, is manager of the Dr. W. M. 
Locke shoe department at the May 
Company’s store here. Joseph Hogan, 
formerly fitter for Doctor Hiss in the 
Flower Street shop here, is associated 
with Mr. Hearne at the May Company 
store. Jack Evans, son of Harry 
Evans, who is Doctor Locke’s traveling 
representative on the West Coast, is 
now employed in this same department. 





Mrs. A. J. Ruby Weds 


CHICAGO, ILL.—Mrs. Alfred J. Ruby, 
owner of the Alfred J. Ruby, Inc., shoe 
stores of Chicago and Detroit, was mar- 
ried recently to James’ G. Doyle, vice- 
president of Movietone News. They 
spent six weeks in California, during 
which time they visited many shoe mer- 
chants. Mrs. Doyle continues her active 
interest in the shoe business founded by 
Mr. Ruby, with Ed Bernie as general 
manager and buyer.” 
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Harkin Leaves U. S. Rubber 


New York, N. Y.—F rank F. Harkin 
tendered his resignation as advertising 
director of the United States Rubber 
Co., it was made known recently by 
Walter Emery, his successor. 





Made Assistant Manager 


PORTLAND, ORE.—Ralph Bruce, until 
recently in the auditing department of 
Lipman, Wolfe & Co., is now a full- 
fledged shoe man, being appointed as- 
sistant to R. C. McFarland, buyer for 
shoes. 


N. B. Griffin Becomes 
Sales Manager 


PORTSMOUTH, O.—At the meeting of 
the Board of Directors of the Selby 
Shoe Company, Roger A. Selby, presi- 
dent, announced the appointment of 
N. B. Griffin as general manager. 

Mr. Griffin was educated at the Case 
School of Applied Science, in Cleveland, 
graduating in 1911 as B.Sc. Four years 
later he was given a degree of Mechan- 
ical Engineer on a thesis on “The De- 
velopment of Production Systems in 
Industry.” From 1911 to 1914 he was 
with various shops in Cleveland, in- 
cluding the Peerless Motor Company. 
In 1911 he came to the Selby Shoe Co. 





N. B. GRIFFIN 


in Portsmouth, Ohio, and has been there 
ever since except for one year, when 
he served as lieutenant in the United 
States Army Air Service during the 
war. 

In Portsmouth, he has been succes- 
sively “last” buyer, in charge of pro- 
duction department, in charge of last 
modelling and finally, in charge of the 
development of STYL-EEZ and IRIS 
SHOES at the Ironton factory of the 
Selby Shoe Company, where he “broke” 
production to 3,500 pairs of shoes per 
day. 

He now becomes general manager in 
entire charge of production and sales. 
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For Senior Misses 


and your young women's trade, here is a style that for sales 


The smartest styles in young women's sport shoes. 


Oxford, Crepe Sole. 


#233—Perforated Blucher 


appeal, comfort and fit, helps your sales volume. 
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For play or camp, for resort or hiking, it gives the desires 
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service in style and durability. 


THE ONLY EXCLUSIVE GOODYEAR WELT ORGANIZATION IN THE ST. LOUIS DISTRICT 
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WHERE TO BUY 


W omen’s Shoes 





SUNRAY 
SANDALS 


THIN 


R402 White Kid Louis Heel.................... x4 


R4502 White Linen Louis Heel.... ............-- 
Alse same with Cuban Heels 
AA to C in Stock 
Send for tin Steck Bulletin 
Terms 2% 10 days. Net 30 


HANNAHSONS SHOE COMPANY 
HAVERHILL, MASS. 


KUSH-IN-EZE 


HAND TURNED 


FOOTWEAR 
IN STOCK 





— 


No. 156 Black 
Kid $2.35 


_—~ 


No. 202 Black 
Kid $2.10 


7 SEND FOR CATALOG 
VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 
THE PUMP WITHOUT A GAP 


GENUINE COMPO PROCESS 
IN STOCK 


Kafr Calf 
Patent Leather 
Brown Kid 





Black Moire 
White Moire 
Black Kid 
White Kid 
White 


Regent and Seamless 
High and Baby Louis 
AAA to 


BETT SHOE CO. 
58 N. 4th St., Philadelphia, Pa. 
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WHERE TO BUY 
Shoe Trees 


QUICK PROFIT ITEM + 5(}¢ 
SIMPLEX SHOE TREES 2. acrascer 
A 


SELF AOJUSTING 
A Gentle Squeeze sen mse 


Inserts or Removes 


WRITE FOR ya 


Simplex 


SHOE TREE 1 CO. 
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Clever Men's Promotion 


CHICAGO, ILL.—The Fair Store gave 
the men shoe shoppers an eye-opener 
in the form of a novel window trim 
and newspaper broadside this week. 
The window (located at the Dearborn- 
Adams corner) is cleverly trimmed with 
large, fine sides of leather, from which 
the soles of the shoes they are selling 
are cut. They also display the all- 
leather counters, insoles, and heels that 
go into these shoes. They show a 
large variety of styles, in sport, dress, 
golf, and staple wear, and are featur- 
ing 10,000 pairs of these exceptional 
values at one money-saving price. 

The entire thought behind the pro- 
motion is to sell 10,000 Chicagoans 


these 100 per cent solid leather shoes, 
and give them such outstanding values 
that they will come back to the Fair for 
the second and third pairs of this same 
make of shoe, which is regularly fea- 
tured in the men’s department. 

Sol Katz, in charge of the shoe de- 
partments of this store, is confident that 
the customers they establish in this of- 
fer will represent the foundation of a 
bigger and better men’s shoe business 
for the months to come. The Brown 
Shoe Company of St. Louis assisted in 
working out the details of the event, 
and the famous Brownbilt line is that 
which is being promoted. 





U.S.M.C. Annual Report 


Boston — The annual report of the 
directors of the United Shoe Machinery 
Corporation, issued by Sidney W. Win- 
slow, Jr., states: 

“The volume of shoe production in 
the United States, according to the re- 
ports of the Department of Commerce, 
was 355,471,000 pairs for the twelve 
months ended Feb. 28, 1934, an in- 
crease of 40,263,000 pairs over the pro- 
duction of the preceding twelve months. 

“United Shoe Machinery Corporation 
and its associated companies were for- 
tunate during the year ended Feb. 28, 
1934, to enjoy a larger volume of busi- 
ness than in the preceding year, both 
in royalties and rentals and in mer- 
chandise transactions. The operating 
results of this corporation during the 
year have been fairly satisfactory in 
our judgment and have justified our 
outlook expressed in the report of a 
year ago which was that we were ‘hope- 
ful and conservatively optimistic.’ 

“Net income after taxes for the year 
ended Feb. 28, 1934, apart from un- 
usual dividends received from certain 
associated companies, amounted to $9,- 
458,016.11, and after deduction of the 
preferred dividends paid $456,821.57, 
was equivalent to $3.92 per share of 
common stock, based on the average 
number of shares outstanding during 
the year. In addition to the net income 
of $9,458,016.11, this corporation re- 
ceived from accumulated surpluses of 
certain associated companies $5,525,000 
in dividends which are reported sepa- 
rately in this corporation’s surplus ac- 
count.” 


The Shoe Wholesale Code 


[CONTINUED FROM PAGE 34] 


SECTION 5.—Contributions for Ad- 
vertising. 

Contribution by a member of the 
Trade for all or part of customer’s ad- 
vertising is prohibited unless the 
Wholesaler’s name or trademark ap- 
pears in such advertising. 


SECTION 6.—Cartons and Labels. 

No member of the Trade shall fur- 
nish or supply to any retailer shoe 
cartons or labels of a cost in excess of 
the average cost of the standard car- 
ton or label used by such wholesaler, 
unless the extra cost of such cartons or 
labels shall be added to the cost of the 
shoes and paid for by the retailer. 


SECTION 7.—Exchange of Credit In- 
formation. 

When credit information is exchanged 
among members of the Trade, such in- 
formation should be given promptly 
and shall be stated correctly as the 
facts appear on the books of the trans- 
mitter. 


ARTICLE V 


EFFECTIVE DATE 

This Supplemental Code shall be- 
come effective on the tenth day after 
its approval. 

After the trade has voted on the pro- 
posed code, there will be a public hear- 
ing given by the National Recovery 
Administration in Washington. 
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and CON 
AMUSEMENTS. 


Per day, 
per person 


European 
Plan 


$G00 


$300 


Excellent Food 





Che Breakers 


ON THE OCEAN FRONT 
Atiantic City, New Jersey 


SITUATED DIRECTLY ON THE BOARDWALK 
VENIENT TO ALL PIERS AND 


HOT AND COLD SEA WATER IN ALL BATHS 
French Cuisine 


EMANUEL E. KATZ, Man. Director 


With Meals 
Private Bath 


ees 
happy here. 


Garage 








Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
367 West Adams St., Chicago, II. 


LaSalle 
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FOREMOST IN 
FRIENDLINESS 


There's a new regime at Hotel LaSalle—a friendly 
"what-can-we-do-for-you" spirit that will make you 


You'll find us cheerfully ready to serve—anxious 
to make you feel at home—determined to win 
your constant friendship! 


Here's a famous hotel, with outstanding facili- 
ties, and yet with warmth and hospitality that evi- 
dences our personal interest in you. 


Our rates will please you, too! 


James Louis Smith, Manager 


Madison 


HOTEL L»SALLE CHICAGO 





Good Summer Ad 
New York, N. Y.—An ad which 


created much consumer interest 
through good copy and graphic illustra- 
tion, is the above—by Lord & Taylor. 
The idea of presenting the shoe in out- 
line to emphasize its particular design, 


ties in 
white buckskin 


Mf yew heve the least trouble with the Mt of your shoes, 
the eppreach ef wichy het summer weather somes 

et om edded tributetton Our thers prociedly when © 
simple sates Me lite rte, made with the peeled 
Pod-Met’ feature on the batansed Teyterdardh’ tas. le 
(werth off the other shoes in your werdrebe - trem 





pote of 


4 etyle, you have only to lock te see that W's just 





tages. 


to 9 end widths trom AAs. to C. Sinth Meer 














is a rather new one in shoe ads. The 
copy—clever, timely, and _fitting— 
reads: “If you have the least trouble 
with the fit of your shoes, the approach 
of sticky hot Summer weather comes as 
an added tribulation. But that’s pre- 
cisely when a simple sailor tie like this, 
made with the special Ped-Met feature 
on the balanced Taylordarch last, is 
worth all the other shoes in your ward- 
robe—from the point of view of com- 
fort. And from the point of view of 
style, you have only to look to see that 
it’s just as smart as the white shoe 
which lacks its special advantages. 
White buckskin, punched for coolness, 
in sizes to 9 and widths from AAA to 
.* 


Active Hosiery Section 


MIAMI, FLA.—A small, well selected 
stock of hosiery, with an alert salesper- 
son in charge, means a good turnover 
for Nankin’s Shoe Store. The stock 
is carefully chosen in its relation to the 
shoes on hand, and the correct hose for 
every shoe model is provided. Sales- 
men handle men’s socks, but not the 
women’s hosiery. The saleslady can 
observe each clerk as he fits a shoe, and 
when the sale is made she approaches 
with the correct hose. The store is not 
so large but that she can do this. Re- 
ordering is done two or three times a 
week so the stock is kept up without 
having to carry a large surplus. 


To Dismantle Factory 


LANCASTER, O.—The H. C. Godman 
Co. announces that it will dismantle 
Unit No. 2, one of its Lancaster plants, 
and move the machinery to Columbus. 
This work will be done in the coming 
two or three weeks, and it is expected 
that the unit which will be set up in 
the Thurman Ave. plant in Columbus 
will be in operation about June 15. 

The move is made, it is said, to con- 
centrate all of the company’s welting 
operations in Columbus. The new unit 
will employ about 300 workers. Most 
of the 450 workers in Lancaster which 
have been employed in the unit will be 
absorbed in the other Lancaster opera- 
tions, it is said. 


Takes Partner 


LOUISVILLE, Ky.—C. C. Stephens, 
owner of the Edwin Clapp store, which 
he purchased from Edwin Clapp Stores, 
Inc., some months ago after managing 
the store for several years, has taken 
his brother-in-law, Joe A. Koenig, into 
partnership. 

Both men are sons-in-law of Julius 
C. Hero, retired shoe retailer of Louis- 
ville, who handled the Clapp line in 
Louisville for many years. Hero in his 
early days also operated a shoe manu- 
facturing business, making hand made 
shoes in Louisville, and at one time was 
also interested in a Cincinnati shoe 
manufacturing company. 
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WHERE TO BUY 
Play Shoes 


E66 ke ee 





MONDL’S “PLA-SANDAL’ 
Women and Crowing Cirls 
UCO PROCESS, NO STAPLES 
Made over Brouwer’s Research Last No. 8. 
Popular Price Hygienic Health Shoe. 
Porous leather used. 
IN-STOCK 
No. 1953—Brown and 
White, black and white, 
all white, or smoked. 
Rubber sole and heel. 
$1.98 Retailer 
24 pairs to the case. 
Sizes 3-8. Order early 


to insure prompt deliv- 
“*Pla-Shus”’ 





Cireular on request. 
MONDL MFG. CO. 
Oshkosh, Wis. 
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WHERE TO BUY 


Children’s Footwear 


Oe ee Oe oP er ee ere, em 





MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Soles...0-3 
intermediates ....... “1-5 
Flexible Hard Soles. .2-8 
Send for In-Stock 
Catalog 





MRS. oAvs,! OeAL BABY 


Loeust St. Danvers, Mass. 








A FIRST WALKING SHOE 


worthy of 
AMERICA’S TODDLERS 
SWAN shoes of selected leathers and find- 
ings, particular work- 
manship and fine fitting 
styles are a profitable 
line for the retailer. 
High shoes, oxfords, one 
straps and sandals in 
stock. Moccasin 
or plain toe in 
white, tan and 
smoke elk and 
patent leather. 






Immediate de-A§ 
livery. Write 
for prices. = 
SANDAL 
SWAN SHOE CoO., INC, 


Baltimore, Md. 
New York Office—705 Marbridge Bidg. 











Whites in the Lead 


Des MoINEs, IowaA—Most of the busi- 
ness done on shoes since the first of 
May has been on white, according to 
statements of local shoe dealers. The 
united promotion of white shoes staged 
in the Sunday papers on April 29 com- 
bined with the premature arrival of 
hot weather, brought about this result. 
Previously a considerable volume was 
done on shoes. White shoes have made 
their appearance on the street as well 
at this early date, so purchases have 
been put to immediate use. 


Cuban Shoes Featured 


Boston, Mass.—In the above ad 
| which recently appeared in Boston 
| papers, Conrad’s have announced sale 
| 


| 
| 
| 





Created in Cubs, made by one of New 
England's best makers and introduced to 
Boston today-at Conrad's. 


THE GENUINE 


BA 


Pot. No. 458 9,195 

Made with balloon crepe soles, atrached 
withdut stitches, tacks or staples. They're 
as light as 2 feather and flexible beygnd 
anything you ever experienced. 

COLOR — YOUTH — SPEED 


They 
bring 

a 

new 
smartness 
to the 
field 

of 
summer 
sports 
yet 
they're 
as 
durable 


en 
mi Indian 
moccasin 











of the increasingly popular Cuban type 
of Summer sport shoe. The copy reads 
in part: “Made with balloon crepe soles, 
attached without stitches, tacks or 
staples. They’re light as a feather and 
flexible beyond anything you ever ex- 
perienced. ... They bring a new smart- 
ness to the field of Summer sports, yet 
they’re durable and tough as an Indian 
moccasin. 

On the day following the appearance 
of the ad, 106 pairs of these shoes were 
sold. 





Increase of Cemented Shoes 


Figures recently compiled by R. D. 
Northrop Co. show that during the 
three years from 1930 to 1932, inclu- 
sive, while the production of women’s 
shoes was at low ebb, there was, never- 
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theless, a steady increase in the number 
of pairs made by cement processes of 
all kinds. 

In 1928 less than one-half of one 
per cent of the total production of 
women’s shoes had cemented soles. In 
1933, with a total production of 130,- 
742,290 pairs of women’s shoes, 48,- 
215,000 were cemented—36.9 per cent 
of the total. Of this 48 million, two- 
thirds, or slightly more that 32,000,000 
were Compo shoes, made on Compo 
Conveyors and bonded with Compo 
Cement. 


Wholesale Price Trends 


WASHINGTON, D. C.—Wholesale com- 
modity prices declined four-tenths of 
1 per cent in the week ending May 19, 
according to index numbers calculated 
by the Bureau of Labor Statistics of 
the U. S. Department of Labor, Com- 
missioner Lubin announced. 

“The decline placed the index for the 
week at 73.5 per cent of the 1926 aver- 
age,” Mr. Lubin stated. “Prices are now 
at the level for the week ending April 
28. The decrease was caused by the 
fall in six of the 10 major groups of 
commodities, of which farm products, 
hides and leather products and miscel- 
laneous commodities showed the largest 
declines. .« 

“As compared with the index of 63.0 
for the corresponding week of last year, 
present prices are up by nearly 17 per 
cent. They are 14 per cent above the 
level for the same week of two years 
ago, when the index was 64.5. The aver- 
age wholesale price level now stands 
approximately 4 per cent above that of 
the first week in January. Present 
prices are approximately 23 per cent 
below the level for the year 1929, when 
the index has declined to 95.3 per cent 
of the 1926 average. 

“Of the ten major groups of commod- 
ities covered by the bureau, six reg- 
istered price declines; two, housefur- 
nishing goods and textile products, re- 
mained at the,previous week’s level, and 
two, fuel and lighting and chemicals 
and drugs, showed fractional advances. 
Important price decreases were a 6% 
per cent drop in livestock and poultry, 
a 6 per cent decrease for hides and 
skins, a 14 per cent fall in prices of 
crude rubber, a 1 per cent decrease in 
lumber, a 3 per cent decrease in meats, 
and minor decreases in leather and 
other building materials. Important 
price advances were reported for 
grains, cattle feed, cereal foods, silk and 
rayon, petroleum products, and fertil- 
izer materials.” 


Rule Opens Store 


Los ANGELES, CAL.—Clifford Rule. 
well-known southern California shoe 
traveler, for many years a resident of 
this city, has opened a retail shoe store 
at Santa Rosa. He is specializing on 
women’s shoes of the better grades. 
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Shoe Production for March Indicates 20.5 Gain 


Production by States 








PRODUCTIGN (Pairs) 











Massachusetts still leads ci Per vent of 
in the production by saahts ——— end 
states, with New York = 1983 1894 
showing the greatest pro- ep nee nerneeng 94,407,000 77,077,008 16.3 
portion of gains for the TLU10018....cececceceerecees 2,492,602 5,718,126 18.7 
first three months of this MAING. ce cccccccccecscoccccce 2,342,005 4,501,340 26.9 
year, when compared with Maseachusetts....+0--seeeees 7,121,921 17,971,236 4.5 
last year. Wisconsin is MISOOUTL. oc eeerecereseerece 4,227,072 9,485,452 25.5 
the only state to show a Gor BANPERI FE. coocee eee eoee. 2,209,016 5,450,440 10.8 
production loss (3.6 per HOU YOEKsssssesessereeeseees 7,460,953 15,389,419 28.2 
cent) for the period. ORL0s eccccccccccccccesecsoee 1,401,012 3,408,435 0.7 

Pennsylvania....ceccessrees «| 1,774,061 4,082,830 17.0 
eeeceecccoseccceece 1,595,072 3,958,187 
eccccccccoce 3,765,466 7,622,275 





















WASHINGTON, D. C.—Since the first 
of this year, shoe production has 
shown a steady increase in pairage over 
the corresponding periods of last year. 
The comparative production chart shows 
an unbroken straight upward line for 
the first three months of 1934, as re- 
ported to the Bureau of the Census of 
the Department of Commerce by 952 
factories. 

The total production of footwear re- 
porting for March, 1934, indicates an 
increase of 14.3 per cent from Febru- 
ary, 1934, and an increase of 20.5 per 
cent from March, 1933. Production 
during January-March, 1934, shows an 
increase of 16.3 per cent as compared 
with the same period of 1933. 





The ''Friendly'' Convention Held 
in Nashville to Start Season 


The sales force of the Jarman Shoe 
Company, makers of Friendly shoes, a 
division of the General Shoe Corpora- 
tion, recently held its seasonal sales con- 
ference in Nashville, Tenn., at the Noel 
Hotel. 

The convention was opened by W. M. 
Jarman, president of the General Shoe 
Corporation, who welcomed the sales- 
men to the convention and outlined the 
program. 

J. F. Jarman, chairman of the board 
of General Shoe Corporation, outlined 
the merchandising policies of the Jar- 
man Shoe Company for the coming 
year. He stressed the point that the 
company’s actions were motivated more 
strongly than ever before by: the re- 
tailer’s welfare. He announced that 
the Fall line of Friendly shoes would 
consist of 35 numbers to retail at $6 
and 42 numbers to retail at $5. 

J. H. Lawson, general manager, E. 
T. Bumpous, assistant vice-president in 
charge of style, W. H. Wemyss, execu- 
tive vice-president and A. W. Fischer 
discussed the selling problems to and 
of the retail stores. 

W. M. Jarman and C. P. Clark out- 
lined the advertising program for more 
space than ever before in the history 
of the company. 





Comparative Chart 
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Shoe Production by Classes 















































a == a 
PRODUCTION (Pairs) Per cent of 
"agg inerease 2 
cina Mareh Mareh Jen.-Mar. a 
19% 1933 1934 1934-19335 
Boots, shoes, and slippers, total..ecsseoee 34,437,260 26,576,465 90, 344, 400 16.5 
High and low cut boots and shoes (leather), total...... 29,120,438 24,622,570 76,574,138. 15.5 
Men's: 
DPOOB. eccccccccccccscceccccsscscesceess 5,906,275 4,906,387 15,936,888 18.1 
Work 2,688,624 1,650,652 7,051,112 45.4 
Boys’ and youths’ sessesesee 1,402,728 1,538,186 4,316,425 - 24 
*Beseee 15,494,765 11,606,136 36, 3578, 456 12.8 
Misses’ and Childrem'’s...cscsscccescssscsceses 3,649,605 3,061,208 9,294,890 10.1 
Infante’... . 1,886,157 1,564,060 5,096,567 20.6 
Athletic ... . 118,656 93, 204,627 21.7 
Part-leather and partefatricesssccsscesecccccccsvoceces 158,554 46,490 310,609 143.0 
All-fabric (satin, canvas, eto.)  sescocecercecccsseee 506,665 423, 1,040,904 - 5.1 
Slippers and moccasins for house wear, total.....+ssses 3,495,995 8,308,971 7,247,034 29.0 
ail leather..... 859,693 626,641 1,874,166 22.0 
Part leather, felt, @t0.-cscccccccceccsecscsscresccs 2,636, 302 1,770,130 5,372,068 31.6 
Barefoot sendale and all other footwear.....sessecssees 1,036,761 991,192 2,677,096 | 12.5 








Starts Advertising Campaign 


CoLumBus, O.—The Julian & Ko- 
kenge Co. will soon start a nation-wide 
advertising campaign through news- 
papers to popularize the Foot Saver 
shoes. The campaign will be directed 
by H. D. Erk, advertising manager, and 
will be centered in about 400 news- 
papers. 

Mr. Erk represented the Julian & 
Kokenge Co. in the annual Good Will 
Tour sponsored by the Manufacturers’ 
and Wholesalers’ Division of the Co- 
lumbus Chamber of Commerce, which 
started May 22 and will end at Niagara 
Falls, May 25. 


Shoe Wholesaler Moves 


CHICAGO, ILL.—Schnitz & Gold Shoe 
Co., wholesale shoes and rubber foot- 
wear, formerly located at 674 W. Roose- 
velt Rd., are now settled in their new 
quarters at 33 So. Wells St. They oc- 
cupy the entire five story building. 

Ben Schnitz, the house salesman, 
declares that their volume of business 
has more than doubled, and is anticipat- 
ing the greatest men’s sport shoe sea- 
son ever. 

The following salesmen are now out 
on their respective territories with their 
entire line: Harry Gold covering the en- 
tire north side and north suburban 
towns; Sam Schnitz covering the entire 






south side and south suburban towns; 
and George Finkelman covering the en- 
tire state of Wisconsin.’ 





Appoints Sales Representatives 


MILWAUKEE, Wis.—In keeping with 
the general expansion program insti- 
tuted by Albert Trostel, Jr., vice-presi- 
dent of Albert Trostel & Sons Company, 
the company announces the appoint- 
ment of A. R. Mueller Company, Mil- 
waukee, as sales representatives for 
Trostel calf leathers throughout the 
State of Wisconsin. 


Successful Luncheon 


New York, N. Y.—Charles V. Hav- 
ranck, secretary of the Boot & Shoe 
Travelers Club, reports that a very 
pleasant time was enjoyed by members 
of the above organization and their 
friends on the first of a series of lunch- 
eon-meetings which was recently held 
at the Gregorian Hotel. Sixty-one peo- 
ple were present to hear the speeches 
made by the president, Warren Kolke- 
beck, and C. V. Havranck. Between 
forty and fifty people had been ex- 
pected, and it was with much pleasure 
that the increase in number was noted. 
Turkey, and plenty of the “golden brew” 
was served, Mr. Havranck added. It 
was decided at the luncheon that the 
meetings would be held monthly. 
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WHERE TO BUY 


Leathers 


Registered marks for 
original grains in 








R. NEUMANN & CO. 


HOBOKEN NEW JERSEY 


C68 8 8 Oh 8 ee 


WHERE TO BUY 


Hosiery Protectors 
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When you see the name 


TIFFANY 


on fine jewelry 
or 


WALK-EZE 
on Stocking Protectors 
it means QUALITY 
Only WALK-EZE’S are 
made of patented I. 


non- 
material that is dur 
—washable—hygienic and 
sweatproof. 


Sizes for Women, Protected by 
Men and Children Patent Members 


. S. 9 
Order from your jobber or CAN. 2861021 
WAL ELE. phe Offices Stamped en every pair. 


Executive Office: Syracuse, N. Y. 

NEW : £141 Broadway 

CHICAGO: 114 E. Austin Ave. 
CANADA: 729 St. Antoine St., Montreal 
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WHERE TO BUY 


Dancing Shoes and Taps 


@LACK CALF 
@AT. LEATHER 


Women’s 
4-B-C 2% -8 
$1.55 


Owens SHOE Co. 


28 Goodhue St., Salem, Mass. 
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The 
Selling End 


Foley With Ohio Shoe Co. 


CINCINNATI, O.— 
Joseph E. Foley, 
recently connected 
with the Hoge- 
Montgomery: Co. as 
sales manager and 
style man, and for- 
merly with Wal- 
don-Perry Co., has 
made connections 
with the Ohio Shoe 
Co. A. J. Sachs 
who was formerly 

Co. has resigned. 

Mr. Foley, with the wealth of experi- 
ence at his command in both styling 
lines and building quality into shoes, 
will prove a valuable addition to the 
company. The new organization is 
planning to make a strictly up-to-date 
$4 retailer. 

The present lineup of the Ohio Shoe 
Co. is J. W. Frolicher, president and 
treasurer; J. E. Foley, vice-president 
and sales manager, and F. C. Ellig, sec- 
retary. 


Discuss Fall Sales Campaign 


PORTSMOUTH, OHIO—At a recent sales 
meeting at the Portsmouth, Ohio, fac- 
tory, The Irving Drew Company laid 
plans for important expansion of their 
business and discussed the Fall sales 
campaign. The high note of the meet- 
ing was the decision to feature a more 
complete line of Arch Rest shoes to 
retail at $6.50. Beau-T-Ease shoes are 
also featured prominently in the Fall 
line and the styles have been greatly 
improved. 

The conference covered four days 
and, in addition to factory execu- 
tives, those in attendance were: W. E. 
Bittner; Texas, Louisiana, Oklahoma 
and Arkansas; O. R. Brundage; North- 
ern Iowa, Minnesota, Wisconsin and 
South Dakota; R. C. Burt; Pennsyl- 
vania; H. R. Estes; Chicago, Illinois; 
E. I. Geddes; Illinois and Southern 
Iowa; C. F. Getsinger; Alabama, Mis- 
sissippi, Tennessee and Ohio; N. J. 
Levy, S. H. Alderman, J. €. Friedauer, 
W. J. Kolkebeck (Eastern Sales office) ; 
R. I. Lloyd; Indiana, Ohio and Mich- 
igan; Eli Smith; Virginia, West Vir- 
ginia, Kentucky and Maryland; C. L. 
Spencer; North and South Carolina, 
Georgia, and Florida. 


J. O. Steele With Wolff-Tober 


St. Louis, Mo.—J. O. Steele, former 
owner of the French Bootery at Atlan- 
ta, Ga., has joined the sales force of 
the Wolff-Tober Shoe Manufacturing 
Company and will cover the southeast 
territory. Mr. Steele’s experience in 


June 2, 1934 


buying and merchandising shoes at 
retail will stand him in good stead in 
calling on the Southern trade with the 
Wolff-Tober line. 


Jos. Carruthers Changes 


Joe Carruthers has been put in com- 
plete charge of sales for the Hoge- 
Montgomery Company of Frankfort. 
He was with Dunn & McCarthy, Inc., 
for eighteen years in charge of sales, 
merchandising and special contact work 
at various times. Later, Mr. Car- 


JOS. CARRUTHERS 


ruthers promoted the Dun-Deer Sandal 
which was sold to the International 
Shoe Company in 1932. He has a 
splendid reputation throughout the shoe 
industry, and his many friends will 
wish him success in his new connection. 

Other changes in the Hoge-Mont- 
gomery Co. are as follows: 

Charles Roberts has taken this line 
for the Fall season in the states of 
Oklahoma, Arkansas and Texas. Mr. 
Roberts has been with the Hoge-Mont- 
gomery Company for many years and 
is thoroughly familiar with the South 
and Southwest territories. 

Arthur Brown of Auburn, N. Y., 
will cover eastern Pennsylvania and 
New York ctate. Mr. Brown, for the 
past twenty years has served this ter- 
ritory for the Dunn & McCarthy or- 
ganization. 


Selling Miller Health Shoes 


Albert . Klinkicht, president of the 
Miller Shoe Company, Cincinnati, an- 
nounces that W. R. Gray, formerly with 
the Ground Gripper organization, has 
become associated with his company. 
Mr. Gray will carry the Miller Health 
Shoes in New York and the New Eng- 
land States. 


Rich White With Trostel 


MILWAUKEE, WIs.—Rich White, for- 
merly associated with the Barrett 
Leather Company, Little Falls, N. Y., 
is now doing special experimental work 
for Albert*Trostel & Sons Company. 
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UNITED SHOE MACHINERY CORPORATION 
140 FEDERAL STREET 
BosTon, Mass. 


May 31, 1934 





*D* CUSHION HEELS 
"KEYSOROLL" SLIPPER HEELS 


_ ° We take pleasure in announcing that we have concluded 
arrangements with The B. F. Goodrich Company under which they 
acquire, as of June 1, 1934, our domestic business on factory 
rubber heele for shoes and slippers sold wider the above-men- 
tioned registered trade-marks, The United Shoe Machinery Cor- 
poration are discontinuing sales ae of this date, and the Good~ 
rich Company will execute all existing contracts and asswme 

all obligations. Orders and inquiries should now be sent direct- 
ly to the nearest branch of the Goodrich Company. 


It ts the expectation of the Goodrich Company and our- 
selves that under this new angi t des can be effected 
which will be of immedinte benefit to our customers, 


The Goodrich Company have made all of these heels for 
us from the beginning, and our customers will continue to receive 
unchanged the superior quality of rubber heels which we have 
furnished in the past. 


In behalf of the Goodrich Company we bespeak the con~ 
tinuance of your valued patronage for the World's Best Rubber 
Heels: : 





Yours very truly - 
UNITED SHOB MACHINERY CORPORATICN 


Sales Department 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 















ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... USE 
RECORDER WINDOW DISPLAY CARDS 






10% 


Selling is Through 
WINDOW 





IF 


Your window shoppers were as enthusiastic about 






your shoes as YOU are... 





Man-o-man, what a business you’d have! ! 






Attractive, well-worded display cards convey YOUR 
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oring; text in black. 
Size: 8” x 14” 


COMPLETE TEXTS 


sent on request 
4 cards—Women’s Shoes 
2 cards—Men’s Shoes 
1 card—Children’s Shoes 
1 card—Hosiery 
6 cards—On Store Service, 
Fitting, Quality, Etc. 
Single Cards: 60¢ each 
Without Text: 35¢ each 





enthusiasm, your confidence, yeur desire to render 





real service. 








Samples sent on request 





RECORDER DISPLAY CARDS DO THAT FOR YOU! ik 5 Sg 


June price ticket — 
same coloring as 
above show card. 


To non-show card sub- 
scribers at prices 
listed below. 














Silver board, design in bright 
shades of red, blue & green. 
based on CENTURY OF PROG. 
RESS modern architecture & col- 















1795 




















peach background. board. corn-color board. 
















; “F": Three shades “I”: Pale green “G”": Lavender and E”: Lavender «zn Orang ad jesig seeaes 
i! ef lavender. design on buff. green design on and blue on white gr > en a = AT a dy = — 














Attractive Hand Lettered Price Tickets 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK 


WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 

WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 

“J”—Polly Clips for tickets: \% gross $2.25 
(adjustable—tilts at any angle) 1 gross $4.00 

d “K”—-Shoe Carton Tickets: 500 @ $1. 3s, 1000 @ $2.25 

CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 



















“yj” ee 
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DO YOU WANT 
| SIX TIMES MORE PEOPLE 
TO STOP AT YOUR WINDOW ? 


IF INTERESTED, WE WILL TELL YOU HOW! 


ORE SHOES| 


Annual Display Card Service Select the Service You Wish— 
Includes Mail Coupon—See Sales Jump! 


EXCLUSIVE FRANCHISE is given with annual card service SERVICE NO. 1—$5.00 monthly: 
to one merchant in an average size town, suburb or city shop- 12 display eande 6 hol +a 


— . 100 blank harmonizing price tickets 
LLETI . handisi 
STORE WINDOW BULLETIN, supplies merchandising and SERVICE NO. 2—$4.00 sunnshibe: 


display suggestions each month. 
8 display cards . .. 4 holders... 























SPECIAL CARDS, with wording as wanted. 100 blank harmonizing price tickets 
” EXCHANGE OF CARDS: Annual card service subscribers may SERVICE NO. 3—$3.00 monthly: 
is exchange any cards received for others of the current month, 6 display oun 2 holders 






whose texts better cover their merchandising program. 






50 blank harmonizing price tickets 







PRICE TICKETS: Blank tickets, matching the current month’s 

cards, supplied free. Neat tickets with prices as wanted, but SERVICE NO. 4—$2.25 monthly : 

not harmonizing with the show cards, supplied free, if pre- 4 display cards ... 2 holders... 
: ferred to blanks; harmonizing tickets with prices as wanted, 50 blank harmonizing price tickets 







to assure well blended trim, are 35¢ per fifty, additional. 





COUPON 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 


Please enter our order for the Recorder “Selling 
Message.” beginning with June, for card service 





HOLDERS 


Oval base — bur- 






















nished gold— Te be yp EEE Natecccccces » for one year, consisting of......... card 

ene color trim. holders (with the first month’s service), ........ cards 

a] Smart and......... blank tickets each month—OR—......... 
Th. dusted IMPRINTED tickets at 35¢ per fifty, additional, for 

+ lepeeagpee which we will pay $....... per year, payable $....... 


holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 


per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 


WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 


eae 
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. ee : eee ee ne (ee ee Oe cans 
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- Merchants Service Dept. EON ows 25 86 fhe cchencncudectacedenercueesane ened 

al BOOT AND SHOE RECORDER bE EEE EOE CCC eT TCE CC TOR. Ee 
209 So. State St., Chicago, Ill. A AAR VIN a ARMAS 
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AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


CLA/IFIED ano ‘WANT Al 


A DEPARTMENT 


EMPLOYER 
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1934 























SALESMEN WANTED 





POSITION WANTED 





POSITION WANTED 








ALESMEN: to carry quality line of excep- 
tional galalith ornaments and leather bows 
retailing at popular prices. New England, Mid- 
dle West and Northwest territories open. Ad- 
dress D-747, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





ALESMAN wanted to sell live 25 styles in- 

stock dress shoes $5.00 retailers. Good mark- 
up. Commission basis. Territory open Ten- 
nessee and Southern Missouri; North and South 
Dakota; Maryland, Delaware with Washington, 
Baltimore and Philadelphia; Iowa; and Ne- 
braska. A. Friedman & Sons, Inc., 171 Spark 
Street, Brockton, Mass. 





ALESMEN wanted to carry a good line of 

spats as a_ sideline. Address D-748, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





SALESMAN WANTED: Middle-West' Manu- 
facturer of popular priced Children’s Shoes. 
Has the following territories open for experi- 
enced Salesman with following: Kansas, Miss- 
ouri, Arkansas, Oklahoma, Texas, Louisiana, 
Mississippi, Alabama, Georgia, Kentucky, Ten- 
nessee, Minnesota, North Dakota, South Da- 
kota, Colorado, Wyoming, Utah, Montana, 
Idaho, Arizona, New Mexico. Give full details 
regarding yourself, type of line now carrying, 
references and territory now covering. 7% 
commission. No drawing account. Address 
D-749,. care Boot & Shoe Recorder, 239 West 
39th Street. New York, N. Y. 





SALESMEN contacting better grade shoe de- 
partments and shoe stores wanted at once 
to carry attractive side line of galalith and 
leather bows for a_ reputable manufacturer. 
Commission basis. Territories open al] over 
United States. State territory wanted. Ad 
dress D-750, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


ALESMEN WANTED: Snappy side line 

popular priced children’s Flexible Pre-Welts, 
Infants’ Soft Soles and First Steps. Desirable 
territory available. Liberal commission. 
Monthly statements. In your reply give refer- 
ences, territory covered and lines now selling. 
3 CHESBROUGH, Manufacturer, 797 
Smith St., Rochester, N. Y. 











HELP WANTED 


WANTED- -Young man capable of managing 

popular price family shoe store for chain 
organization. Address D-751, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
N. Y. 














manufacturing organization. 
tion of his present company by another shoe manufacturer. For 
full information and impressive list of references address D-746, 
care Boot & Shoe Recorder, 209 South State Street, Chicago, Ill. 





Sales or Advertising Manager Available 


Young man with sixteen years of sound, successful experience in 
sales management, creative advertising and active personal selling. 
Ten years in the shoe industry. A man with reputation, standing 
and numerous trade contacts. Thoroughly capable of assuming 
full charge of all or any division of selling activity in any shoe 


Available because of the absorp- 




















SALESMAN—Having large following with 
joblers, basement buyers, resident offices, 
chain stores, desires to represent manufacturer. 
sapernsed men’s, women’s, children’s shoes. 
Refe 


cences. Room 324, 299 Broadway, N.Y.C 





SHOES -Expert on folding and stitching and 
d- 


general knowledge on shoes. Fair offer. 


dress D-752, care Boot & Shoe Recorder, 239 


West 39th Street, New York, N. Y. 





OUNG alert department store basement 


buyer of women’s and children’s shoes, 


good 


promoter and business builder. Address D-753, 


care Boot & Shoe Recorder, 239 West 39th 


Street, New York, N. Y. 








FOR SALE 





OR SALE—X-Ray slightly used. Good 
dition. Price $350. Cinderella Shoes, 
So. Boulevard, Bronx, =. 


con- 
1002 








FOR LEASE 





HOENIX, ARIZ., Great Shoe Outlet. Shoe 


store last 22 years. Present occupied 
chain store. Available August 15th. 


shoe 
Best 


block in Phoenix. Kress, Newberry, Penney, 
Walgreen. Corner, 25x50. Basement, mezza- 


nine. Ballsom, 1426 Edgecliff Drive, Los 
geles, Calif. 


An- 








LINE WANTED 








OR North and South Carolina—Strong line 
of women’s novelty and ~.* shoes, retail 


two dollars up. Experienced, Commission. 
advances. W. S. Neely, Chester, S. C. 








WANTED TO PURCHASE 








436 Grand St., New York City 
Phone Dry Dock 4-0352 
—BUY FOR CASH— 
entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed 


POSTER @ DEUTSCH 


Transactions confidential 








Buyers of Surplus Stocks 


from mynufacturers, jobbers 1 
QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. 
Phone Werth 2-5377 and 5378 





We will buy surplus or entire stocks of shees 
a or retailers. 


New York 















Classified advertising is payable in 





advance. 


CLASSIFIED ADVERTISING .RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge-75 cents. For all other classified advertisements the rate is 7 cents per word. 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


[ Advertisements for this page must be in our New York office on Friday of the week preceding publication. 4 


Minimum charge 
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SALESMAN WANTED SALESMAN WANTED MERCHANTS’ NEEDS 














a a 


to sell men’s spats BOW MAKERS OF AMERICA, INC. 


S$ a I e S im e _ as side line. Com- lla ors 
plete range of prices. References with application. ph gga 
Address D-754, care The Boot and Shoe Recorder, 

209 S. State St., Chicago, Illinois. 








An effective combination that gives a re- 
markable play of contrast in color, Can 
be had in white and blue, white and 
pink, white and red, white and green, 


WANTED TO PURCHASE HOTELS white and yellow, or any solid color. 


$2.00 PER DOZEN PAIRS 


























& 








WE BUY 
a ~ , Surplus oslessle and + ar = 
tocks. so Bran oes such as = 
wal Ouee, ae. on Ga 4 =e == AND NOW « e $2 00 
ity, reserver, Queen Quality, Bos- ° 
tonians, Ete. P THE FAN BOW \X  p.. poz. pair 


IRVIN RUBIN ie To Match the Season’s Mode DISCOUNT 

“The House of Joba’ J 3-10 DAYS 

89 Reade St. Cor. Church ‘ 1 E. O. M. 
Phone Barclay 7-7887 New York City ! "| 














A Distinguished Address 


You're near the White House, Af This 
BUSINESS OPPORTUNITY Treasury, all Government is made with white kid ovnnes “tak tae 


Buildin S, Theatre and Sho ™ popular colored underlays. Specify color com- 
9 Pp binations desired. 


ping Districts when you stay at Also a aclection of Leather Bows at $1.50 doz. prs. 
Assorted Dozen Samples on Request——$2.00 


Money in Foot Correction— One D. FEINGOLD & CO. 


. of Shoe Ornaments 


BE A TECHNOPEDIST Wi LL ARD HOTEL 141 KOLCIUSKO ST. BROOKLYN, N. Y. 


Our graduates are building successful practices 


in this new and dignified profession. Home Study “ss q ; td 
Course, including working models and equipment, The Residence of Presidents 


f e 
urnished at low cost. Easy terms. Write. Washington, D. GC. 
THE TECHNOPEDIC INSTITUTE 
140 Boylston St. Boston, Mass. H. P. SOMERVILLE, Managing Director 



































SIX SHELF 
DISPLAYER 


HOTEL CHELSEA | | |: =. 


ON THE BOARDWALK ATLANTIC CITY = pao 


with the least 
Enjoy a glorious Seashore vacation at the CHELSEA— emecat of 
one of Atlantic City's finest Boardwalk Hotels. Rest, display space 
used. Try one 
of these units. 
Solarium. Beautiful green Lawns. Wide, shady Porches You will find 
an urgent <a 
need for 
more. 





relax or play, as you wish. Golf, Tennis, Beach Riding. 


facing ocean. 


SUPERB CUISINE. OLD ENGLISH GRILL AND BAR. 
ALL UVER 


MUSIC BY PHILHARMONIC ARTISTS. BIRDSEYE 
MAPLE 

Reduced rates. American plan from $6, ‘ a ~~ Fepaes. 

European plan from $3.50. Write for Booket. \ o'tauane 
SHELVES 
542 x8 
INCHES 

SIX INCHES 
APART 

















Arrow Decorating & Fixture Co. 
Display Fixture Manufacturers 


34 N. FOURTH ST., PHILADELPHIA, PA. 




































































SPORES 
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Our Advertisers 


In This Issue 





Factory 
Changes 


New Godman Plant 


LoGaN, O.—The H. C. Godman Co. 
is rushing preparations to start the 
former factory of the Cincinnati Shoe 
Co., here, which has been taken over by 
the Godman organization and will be 
known as Unit No. 11 of that organiza- 
tion. C. A. Swinney in charge of the 
manufacturing division of the H. C. 
Godman Co. was in Logan recently to 
see that preparations are going along 
satisfactory. The Logan plant will be 
used to produce McKays for women in 
the cheaper classes. 
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Telephone: Sherwood 1424 
H. WALTER ScoTT 


CINCINNATI 
501 First Nat. Bank Bldg. 
Telephone: Parkway 6648 
Racpa R. Lepper 


SUBSCRIPTION RATES 


The subscription price of the Boot & SHOE RecorpER 
is $3.00 for one year, which includes postage in the 
United States and its possessions. Tax in Canada, 


$2.60 extra. 
FOREIGN SUBSCRIPTION—The price to all foreign 


countries except the above is $10.00 per year in- 


cluding postage. 


All subscriptions are payable in advance. Single copies 


25 cents 


BOOTS AND SHOES 
Ault-Williamson Shoe Co., Auburn, Me.... 35 


Bett Shoe Co., Philadelphia, Pa........... 54 
Bleecker Shoe Co., New York City........ 44 
Carmo Shoe Mfg. Co., Carthage, Mo...... 3 
Clapp, Edwin, & Sons, Inc., E. Weymouth, 
RPE Oo OR er rae 


Colt-Cromwell Co., Inc., New York City.... 52 
Endicott-Johnson Corp., Endicott, N. Y...36-37 


Excelsior Shoe Co., Portsmouth, O......... 51 
French, Shriner & Urner, Inc., Boston, 
TN, ssoube veeeaabd sedeunbse<deanesuwes 
Friedman, B., Shoe Co., New York City... 44 
Gilbert Shoe Co., Thiensville, Wis........ 1 


Green Shoe Mfg. Co., Boston, Mass.Back Cover 
Hannahsons Shoe Co., Haverhill, Mass.... 54 
Justin, H. J., & Sons, Inc., Fort Worth, Tex. 52 


Juvenile Shoe Corp., Carthage, Mo....... 49-53 
Lazarus Fried & Sons, Inc., New oe 
DS din SVG aa Oe eo Tarte sod on eae wean 
Levy Bros. Shoe Co., New York City..... . 
Lion Shoe Co., Inc., New York City...... 44 
Mondl Mfg. Co., Oshkosh, Wis............ 56 
Morris Shoe Co., New York City........... 45 


Mrs. “jabs Ideal Baby Shoe Co., Danvers, 
Mas 5 


Owens Shoe Co., Salem, Mass............ 58 


Racine Shoe Co., Racine, Wis............ 50 
Robertson, Johnson & Rand, St. Louis, Mo. 39 


Saks, M. J., Shoe Corp., New York City... 45 
Swan Shoe Co., Baltimore, Md........... 48-56 


bi pad Footwear Corp., Jefferson City, “ 


United States Rubber Co., New York City, 
Front Cover 


Vaughan-Towle Co., Wakefield, Mass...... 54 
Weiss, J., Shoe Co., Inc., New York City.. 44 


LEATHER AND OTHER MATERIALS 


Colonial Tanning Co., Boston, Mass....... 4 
Goodyear Tire & Rubber Co., Akron, O..26-27 


Hubschman, E., & Sons, Philadelphia, Pa., 
2nd Cover 


Kistler Leather Co., Boston, Mass........ 29 
Lima Cord Sole & Heel Co., Limo, O. .3rd Cover 
Neumann, R., & Co., Hoboken, N. J.....5-58 
a ta Hide & Leather Co., Nadel ‘ 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 

Compo Shoe Machinery Corp., Boston, Mass. .6-7 

Janvier, Walter, Inc., New York City..... 46 


United Last Company, Boston, Mass... .42-43 


United Shoe Machinery Corp., Boston, 
MND eles Sasa Veen s ths hepa vous eeeeyen 2-59 


SHOE ACCESSORIES 
Aigew Decorating and Fixture Co., Phila., 
63 


Pcs Makers of America, Inc., Phila., Pa... 63 
Feingold, D., & Co., Brooklyn, N. Y...... 63 


Scholl Mfg. Co., Chicago, Ill.............. 8 
Simplex Shoe Tree Co., Chicago, Ill....... 54 





Next Week 


The Part Design Plays 


There’s a new emphasis on design 
in the shoe industry, as evidenced by 
the formation of the Shoe Fashion 
Guild of America, whose purpose is 
to protect designs which makers cre- 
ate. But where do shoe designs 
really originate? And how are brains 
and hands being trained today to 
satisfy this demand for shoe patterns 
new and original? We answer these 
questions next week in an article by 
the man who is playing a leading 
part in the education of a new pro- 
fession of creative artisans. 


Worth Clipping 


Sandals and whites are the big 
selling specialties this Summer in 
shoes. Last week we showed you 
how outstanding stores the country 
over are advertising these important 
classes of Summer footwear. Next 
week we'll show sketches of the 
most striking Summer shoe win- 
dows we've seen. Perhaps you'll 
glean an idea or two for a vacation 
display for your store. 


“Cracker Box to Shoe Store” 


The evolution of an unusual men’s 
shop in the heart of Broadway’s 
theatrical district. Also in next 
week’s RECORDER. 





STORE EQUIPMENT 
Grand Rapids Store Equipment Co., Grand 


MS SII 6 6.5 b.cc'ag cretewede nc doer aus 31 
MISCELLANEOUS 

Hotel Chelsea, Atlantic City, N. J......... 63 
Hotel Edison, New York City............. 46 
Hotel LaSalle, Chicago, Ill................ 55 
Irvin Rubin, New York City.............. 63 
Kirsch-Blacher Co., Inc., New York City... 62 
Marbridge Bldg., New York City.......... 46 
Poster & Deutsch, New York City......... 62 
The Willard Hotel, Washington, D. C...... 63 
Technopedic Institute, The, Boston, Mass.. 63 
The Breakers, Atlantic City, N. J........ 55 
Walk Eze, New York City................ 58 
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ALITY 1S READY 
the Shoude Shoe Baads 


he BIG SEASON for sports shoes is here... 
the out-of-doors season...and with it a special 


opportunity for extra profits for those dealers 
whose stocks are complete and representative of 
this type footwear. Are you ready for your share 
of this steadily increasing sports shoe business? 

Vitality’s sports line offers a wonderful selec- 
tion of authentic styles in all-white shoes, golf 

_ types, and latest patterns in the popular color 
'’* combinations. Both men’s and boys’ are thor- 
oughly represented. 

Made by the nation’s largest shoe manufac- 
turers, Vitality Health Shoes provide you with 
the additional and important advantage of 
prompt and complete In-Stock service, recog- 


nized quality and a satisfactory profit margin. 





VITALITY SHOE COMPANY : ST. LOUIS, MO. 


Branch of International Shoe Company 


BOYS’ 


AAA to G AtoE 
Sizes 5 to 14 Sizes 1 to6 
$5.00 and $6.00 $4 and $4.50 
’ CHILDREN’S 
Wess Complete widths 


AAAA to EEE : and sizes 
Sizes 2to 11 i Priced according 
$6 and $6.75 to size $2 to $5 


Vitality Growing Girls’ 
and Thrift Grade Shoes for Women $5.00 


00 oe meee 


Nationally Advertised in VOGUE * LADIES’ HOME JOURNAL’ McCALL'S » PHOTOPLAY - GOOD HOUSEKEEPING 








































Over 75% of sum- 


mer vacations are 





taken after July 
4th. 


One of the most 


important requi- 











sites in the vaca- 
tion wardrobe of 
every girl is spark- 
ling newness in 
costume and shoes. 


Even though white 

















kid shoes were 
bought early in 
May, multitudes of 


ss girls prefer to have 

















another style in 


white kid for wear 














on those occasions 
in mid-summer 
where appearance 


means everything. 





| Gest pat of the WHITE KID season 


The real demand for white kid shoes comes after most shoe stores have 
lowered their prices. Volume buying of white kid footwear does occur 


in July and August—usually the week before someone’s vacation starts. 


Too few shoe stores seem interested in the second sale of white kid shoes. 
They try to squeeze the allowance for summer shoes dry by July Ist... 
and it cannot be done. The overwhelming majority of girls are forced to 


wait until they actually need something before they buy. 


White kid shoes bought in early May have been worn continuously. 


They are still serviceable, but girls want shoes that are suitable for com- 


plementing the new, elegant afternoon and evening dresses selected for 
vacation conquests. This great contingent of the national shoe public 
will buy white kid shoes more than once if you are interested in their busi- 


ness and their wants. 


G. LEVOR & CO. wre. 
Daunersof THE WHIMEST WHITES 


GLOVERSVILLE, NEW YORK 
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PRACTICAL 
and SMART 


The UCO Lockstitch Process 
provides many improvements 


in the art of shoemaking. 


This modern SEWED SHOE 


combines true flexibility, trim 





appearance and foot comfort. car 


If 














Their growing popularity 
is significant 





Lightweight 

insoles and outsoles 
Thin shanks 
Close edges 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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What every merehant should know 


er 4 

oe Seccccoceccoo ~~ 
ey The GREATEST Magazine 

—a— 


SHOW ON EARTH 


attracts the greatest maga- 
zine audience in the world be- 
cause it is the most interesting 
magazine in the world. Every 
week more than 5,500,000 fami- 
lies read its editorial pages. To 
the alert retailer, this spells 
“profit”— profit in featuring 
the merchandise advertised in 
The American Weekly, because 
this vast audience also reads the 
advertising pages. When more 
people read about a product, more 
people want it, and they'll buy 
it from the retailer who caters to 








THEAMERICAN 
ae EEKLY 
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their wants. 


























The Tien Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 
total circulation of more than 5,500,000. 


In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 
In an additional 165 cities, 30 to 40% 

_In another 173 cities, 20 to 30% 


... and, in addition, more than 1,900,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


THEAM ERICAN 
se FAW/EEKLY 


Circulation 
ia the World 

“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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ARCH REST We Y 


with a MARK- UP 
NOTHING LESS THAN 
| ni ee 














’. The famous ARCH REST 

shoe is your aid for meeting 
the demand of millions of women 
for high style, high quality foot- 


Spectator Sports dress—at a price they gladly pay. 
Swagger Sports ; 


COMPLETE LINE 


is merchandised in Groups 
Higher Styled 





Corrective At a popular price they get Arch 
| Rest quality, youthful fashion, 
, 9 Jileon” reputation and perfect fit! 


Pattern, and Plain 


CONSTRUCTION ¢ Welt and Uco 


Salesmen Now Showing This 
New, Unsurpassed Line 


Nationally Known 
BEAUTIFUL ARCH FOOTWEAR 


When writing advertisers please mention Boot and Shoe Recorder 











FEATURING 


Authentic Fall Styles 


BEAUTIFUL *« YOUTHFUL 


Consumer Acceptance 
AT MUCH HIGHER PRICE 


F. For 35 years DREW quality and excellent shoe 
a@amows  _ styling have aided merchants to build customer 
appreciation and loyalty. 


A R C H R E S T Today, with women keen for light, airy fashion- 


able footwear, the quality-base is all important. 
Every feature of correct last measurement for 
Foot Dress comfortable fit for the feet, is fashioned into 
DREW ARCH REST Shoes over UNI-FIT lasts:— 
A six year development to insure uniform fitting 


regardless of height of heel, length of vamp, or 
type of toe. 


ARCH REST Shoes give the merchant a greater 
comparable value than any other line, either in 
your store or in your city. And the average 
mark-up is better than 40%. 


OPPORTUNITY 


is knocking at your door—to obtain. 
the franchise for this famous brand... 
Wire or write. 


THE IRVING DREW COMPANY 


MPORTSMOUTH, OHIO 


SALES OFFICES: @ N. J. LEVY MO. R. ESTES B R. C. BURT 
742 Marbridge Bldg. 501 Security Bldg. 706 State Theatre Bldq. 
Broadway & 34th St. Madison & Wells 335 Fifth Ave. 
New York City Chicago Pittsburgh 
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Dr. Scholl’s Zino-pads provide 
quick relief for hurting corns 
or pinching shoes. 


Dr. Schol!’s Zino-pads, bunion 
size, afford instant relief from 
painful bunion by cushioning 
it from shoe pressure. 





Dr. Scholl’s Granulated Foot 
Soap provides soothing com- 
fort and cleanliness by pene- 
trating deeply into the pores. 


The analgesic qualities of Dr. 
Scholl’s Foot Balm provide 
comfort to tired, aching feet. 


Dr. Scholl’s Foot Powder 
when sprinkled on the foot or 
into the shoe provides unsur- 
assable freshness and com- 
ort. 


uickly 


Dr. Scholl’s Solvex 
clears itching feet and toes, 
Athlete’s foot and other skin 
irritations of the foot. 


Dr. Scholl’s Bunion Reducer 
hides the deformity and pro- 
vides soothing relief from 
painful bunion. Worn next to 
the flesh. 
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Df Scholl's 


FOOT COMFORT 
WEEK-Junel6-23 


Brings the shoeman many 
sales opportunities, volume, 
profit and new customers 


i. is the week that thousands of shoe dealers 
look forward to each year. It provides shoemen 


- with the very stimulus that is so direly needed 


right now. The big campaign is on. Millions of 
people are being told that there is a Dr. Scholl 
Foot Comfort Remedy or Appliance for every 
foot trouble. 


This is an unusual opportunity for you to link 
in your own effort with the gigantic campaign. 
Display Dr. Scholl merchandise in your window, 
on your counter. Use the material, which we 
make available to all shoe dealers without charge. 
Until you have carefully regarded the individual 
foot condition of every customer you can never 
be sure that you are providing the comfort that 
is absolutely essential to customer satisfaction 
and repeat business. 


The biggest and most adver- 
tised foot comfort event! 


This is the eighteenth time that this week has been 
conducted throughout the country. However, it 
is more completely advertised and the campaign 
is more thorough and effective than ever before. 
More money is being spent to insure success for 
every dealer who links up with this nation-wide 
program. At the left we show you a few of the 
many items that provide foot comfort, customer 
satisfaction, and that insure more comfortable 
and longer wear of shoes. 


Get this free advertising--- 


We will supply you with all the necessary mer- 
chandising and display material. Just tell us you 
want to participate in this big business building 
event and you will receive the necessary mate- 
rial without charge, including window streamer 
and posters. Address nearest office, THE 
SCHOLL MFG. CO., INC., 213 W. 
Schiller Street, Chicago, or 62 W. 14th 

Street, New York. 


FOOT TROUBLES 


cause shoe troubles 
and 


SHOE TROUBLES 


cause complaints 


Furthermore—complaints mean lost 
customers. When there is excessive 
elongation of the foot there is but 
one positive necessity—that is, if 
you want to conscientiously provide 
foot comfort and customer satisfac- 
tion. You must individually fit a 
pair of Dr. Scholl’s Arch Supports or 
Foot Eazers to such a foot. The il- 
lustration below shows how a weak- 
ened arch is restored to normal 
elevation which gives proper support 
—preventing slipping of the toes and 
shoe discomfort at the same time 
that it corrects the condition. 





